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PS2 Shortage to Create Holiday Phenomenon 


Is Sony shortchanging the U.S. market to build consumer demand? 


by ben Rinaldi 


ig things are expected for Sony’s PlayStation 

2 launch. The demand for the versatile, new 

videogame/DVD movie-playing machine has 
reached epic proportions. Just about everybody 
(or so it Seems) wants to get their hands on one 
the day it hits store shelves. There’s just one tiny 
problem that’s threatening to rain on Sony’s 
parade come October 26: product shortages. 

The allotment of only 500,000 hardware units 
for North America on day one of launch is a 
minuscule number that will quickly disappear at, 
or shortly after launch. This is great news for 
Sony since it’ll cause a consumer frenzy this hol- 
iday season that’s not been seen since the 
Cabbage Patch craze, which in turn will result in 
plenty of free publicity due to intense main- 
stream media coverage of the story. 

For now, Sony is saying and doing all the right 
things to help offset any negative controversy as 
a result of the news. The official company line 
from Sony for the supply problems is a “compo- 
nents supply shortage” which, when taken at face 


Aggressive U.S. Growth 
Strategy for Infogrames 


by Ben Rinaldi 


value, is a perfectly logical explanation. However, 
when GameWEEK posed that very question about 
manufacturing difficulties to Sony executive Phil 
Harrison only one month before the news of the 
shortage came out, he told a much different 
story: “There’s never been any question about 
our ability to manufacture PlayStation 2 hardware 
and getting the yields [to meet demand]. We've 
invested over three billion dollars in our own chip 
fabrication in order to build this device.” 
Apparently that hasn’t been enough. The com- 
pany says it is tracking approximately one month 
behind in production but it promises that this lag 
in manufacturing will in no way impact previous 
projections of shipping three million units in 
North America by the end of March 2001. To meet 
these lofty expectations, Sony plans to ramp up 
production capacity from 400,000 units a month to 
more than one million units a month by the end 
of the year. Following the initial allotment, ship- 
ments of approximately 100,000 units per week 
will be made available to U.S. retailers through 
the holiday season. That brings the total number 
of P52 hardware units shipped in North America 


to 1.3 million for calendar year 2000. This marks a 
bittersweet milestone for Sony: On the one hand, 
it represents the most successful hardware 
launch the videogame industry has ever seen. On 
the flipside, that total still falls woefully short of 
meeting the overwhelming demand for the new 
console. 

The consensus within the company is that the 


a an tort r ndo ? 
(continued on page 5) 


Interplay Expands Console Library 


by Bryan Intihar 


hen many people 


think of 


nfogrames is close to completing a calculated integra- 

tion strategy that the company deems imperative to its 

long-term goals to increase efficiencies and centralize 
operations. The strategy has, among other things, involved 
the restructuring of corporate functions, streamlining 
sales and marketing efforts, and consolidating distribution 
channels. 

Recently the company took an important step in its strat- 
egy to build a stronger U.S. presence by completing a merg- 
er between Infogrames North America, a wholly-owned 


(continued on page 6) 


Interplay as a game publisher, 

first and foremost they assimilate 
the company with the PC side of the 
interactive entertainment industry. This 
is not bad, especially since Interplay has 
had many successful PC titles like 
Baldur's Gate, Baldur's Gate Il: Shadows 
of Amn, Icewind Dale, Messiah and the 
list goes on. Interplay will continue to 
grow its PC library with games like 
Sacrifice, which is being developed by 
the same people who made Messiah. 
However, it is safe to say that consoles 
are becoming more and more popular 
and really beginning to be a stable in 
homes all over the world. Just look at 


Sony's PlayStation, where it is reported 
that one out of every four households 
have the console. In addition, Sony pre- 
pares this month to shatter all sales 
records by Sega and its Dreamcast con- 
sole with the release of the PlayStation 2. 
Recognizing this, Interplay has somewhat 
shifted its focus as a game publisher and 
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PS2 Shortage to Create Holiday Phenomenon 


launch shortage will not affect the long- 
term success of the PS2. “We currently 
control two-thirds of the market before the 
Playstation 2 launch, so | don’t think we 
have any formidable competition this holi- 
day season,” said a confident Jack Trenton, 
senior vice president for Sony Computer 
Entertainment of America, during a recent 
Sony teleconference. The PlayStation 2 will 
be available at over 20,000 retail outlets, 
and Sony expects the console and its soft- 
ware sales to generate over $500 million 
this holiday season, despite the shortage in 


Supply. 


DILBERT® by Scott Adams 


Babbage’s Responds to 


But will that be enough for retailers and 
third-party publishers dependent on 
Sony's ability to meet demand? How, if at 
all, will the shortage impact their bottom 
line? The announcement has already sent 
ripples throughout the interactive enter- 
tainment industry as stocks fell sharply for 
several companies on the day of the 
announcement. Sony’s stock dropped 9 
percent while Electronic Arts’ and THQ’s 
stocks fell 11 percent and 14 percent 
respectively. Many of these companies are 
rethinking sales projections for their PS2 
launch software. 


Pricing Questions 


By Bryan Intihar 


reviously (9.18.00), GameWEEK 

reported that many employees of 

Babbage’s Etc. were seeing that the 
prices for games traded in for store 
credit had taken a dramatic drop since 
the Funco merger. However, we were 
unable to get comment on the situation 
from the Babbage’s executives before 
the issue went to print. 

Recently, GameWEEK was able to get 
some feedback on the situation from 
Babbage’s president, Dan DeMatteo. He 
did say that some prices had changed, 
but not as much as what was earlier 
reported. DeMatteo stated, “What we 
had to do was to merge the Funcoland 
stores into the Babbage’s distribution 
system. As such, we had to reconcile a lot 
of issues and one of them was pricing. 
What we did do was that we decided we 
werent going to use either one, but we 
were going to compare the prices, in- 


MY MARKETING 
PLAN CALLS FOR THE 
ANNIHILATION OF 
ALL LIFE ON EARTH. 


stock position, 

and etc. item by 
item, and recon- 
cile it SKU by SKU. 
We did not just plug i1 
the Funcoland pricing. 

Matter of fact, there are some 

prices that went up and we are paying 
more now for some titles than we were 
previously. | personally did about half of it 
and reconciled it item by item so we 
could hopefully come up with the best of 
both worlds.” The whole procedure took 
about a week, with DeMatteo, John Haes 
(head of Babbage’s used merchandising 
department) and some Funco employees 
working on the pricing project. 

The previous report also mentioned 
the dramatic drop of prices for past sport 
titles (for example: any title that was 
traded in that was not the current year 
received a very little amount of trade-in 
credit value), and DeMatteo did provide 
an explanation for why this happened. 
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The news doesn’t get any better for 
retail executives like Babbage’s president 
Dan DeMatteo who, despite the bad news, 
remains cautiously optimistic about PS2’s 
launch. “If the supply is as Sony says and 
hardware units continue to trickle in 
through the month of November and 
December, then at least we won’t have an 
uprising because we'll be able to get units 
into the hands of a lot of serious gamers. 
We ve been in this business a long time and 
we re used to shortages. | mean, let’s face 
it, there have always been shortages of 
hardware at launches,” said DeMatteo. GW 


“Yeah, maybe some of those old sports 
titles we are paying less for them now, 
but in reality, when we looked at the 
inventory, it behooved us to lower the 
prices because we had a much larger 
supply of those titles than we needed.” 
DeMatteo also told GameWEEK that 
the company has informed its store man- 
agers, assistant managers and sales 
associates that they can contact the 
headquarters in Grapevine, Texas with 
any pricing complaints. He added, “We 
also put a word out to our associates that 
if there are some prices that are uncom- 
petitive on, email us and let us know and 
we will review it.” GW 
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GameWEEK Editorial Director 
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The Industry Blues 


ecent company layoffs and clos- 

ings are forcing us to re-examine 

what is happening industry wide. 
Within the past couple of months sev- 
eral companies have had layoffs or 
have shut down. And | remind you, dur- 
ing a period when the economy is sup- 
pose to be doing well. 

So what’s happening to our indus- 
try? If you look at the sales data cur- 
rently available, you’d think otherwise. 
You'll see that the overall numbers are 
up again over last year’s figures. 

What’s happening is that we’re at a 
period of platform transition. Both the 
N64 and PlayStation are at the end of 
their lifecycle. Game Boy and Game 
Boy Color being the odd-man systems 
with Pokémon continuing to push 
those system’s sales through the roof. 
Consumers, while still purchasing 
more over last year, are not purchas- 
ing as much—in particular, PlayStation 
owners. Many have opted to wait until 
the new PS2 hits the shelves before 
spending any more of their cash. 

Another factor is that the price of 
hardware is at an all time low. System 
manufactures are getting less for their 
product now than ever before. But 
what’s interesting is that all of this 
affects the hardware manufacturers, 
not the developers and independent 
software publishers—they are the ones 
that are being affected the hardest. 

The reason for some of these pub- 
lishers ills, is that they’ve had to shift 
manpower and resources to develop- 
ment for the new systems. And many 
of these companies, just don’t have 
deep enough pockets to survive the 
long wait. Also, some companies are 
continuing to dump large amounts of 
cash into online game development, 
without seeing any profits from it. 

Hopefully the industry will see some 
reversals over the next few months. 

On a more cheerful topic, | would like 
to welcome onboard the editorial team 
of Warren Buckleitner, Ellen Wolock and 
Ann Orr. You will recognize their names 
from from the pages of Children’s 
Software Review, the foremost guide in 
children’s new media. Their expertise 
is known as the “best” in the industry, 
and will be a great addition to the 
pages of GameWEEK. GW 
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Interplay Expands Console Library 


plans on becoming a major player in the 
console market. 

GameWEEK had the opportunity to speak 
with a representative of Interplay on the 
matter at hand. We first asked Craig Relyea, 
vice president of marketing, why the sudden 
urge to increase the amount of console 
titles by Interplay. Relyea responded, “Our 
increased focus on console titles has more 
to do with the new hardware reaching a 
capability level we’re (Interplay) comfort- 
able with than anything else. Interplay’s pri- 
mary focus in the past has been on the PC 
because that’s been the superior platform- 
the playing field for platform superiority 
has only recently become more crowded.” 
The increased number of powerful next- 
generation consoles like the PS2, Xbox and 
GameCube should provide Interplay with a 
good amount of platform firepower to cre- 
ate some stellar titles. 

With Interplay sent to make a major 
move in the console arena, the next step is 
to start creating some quality software, 
and according to Relyea, the company is 
well on its way. “We’re very excited about 
Wild Wild Racing (reviewed in our PS2 
Buyer’s Guide) which we expect to be one 
of the only pure racing titles available at 
the launch of the PS2 in North America,” 
stated Relyea, “We're also working on 
MDK 2, which looks great and will be 
incredibly fun on the PS2 platform.” 


Bryan Intihar 


hroughout the last few years, 

Infogrames has grown into one of the 

most successful companies in the 
industry. Many would love to be an 
Infogrames employee. Mike Markey was 
its vice president of sales and marketing 
since October of 1997. But recently, he 
decided to leave Infogrames and take the 
position of vice president of sales at 
Gigex. 

However, Markey did not leave the com- 
pany because of problems, but due to the 
fact that he saw new opportunities with a 
growing company. Markey _ told 
GameWEEK, “Infogrames is in great 
shape to continue their amazing growth 
curve, and they have some of the best 
brands and people in the industry to help 
them achieve their goals...1 joined Gigex 


Interplay’s Sacrifice (left) and Baldur’s 


Interplay also plans on creating a game for 
the ever-popular survivor-horror genre 
called Run Like Hell. In the words of 
Relyea, “we expect (Run Like Hell) to bea 
must-own title for every serious PS2 
gamer next year.” This is definitely not the 
end of the list, as Relyea added, “We're 
working on several additional console pro- 
jects that you'll hear more about soon.” 

While it looks as if Interplay is focusing 
primarily on development for the PS2, that 
is not the way the company will continue to 
be. “We've already got a solid PS2 line-up 
which we’ll continue to expand,” said 
Relyea, “We’re hoping to have an Xbox title 
before the end of next year as well.” As for 
the Dreamcast or GameCube, the company 
will continue to “evaluate all the new con- 
sole platforms and support them if they're 
right for our projects.” 


Markey Sees the Big Picture with Gigex 


because the company provides a one of a 
kind service that solves a complex mar- 
keting void that exists between publish- 
ers and consumers, and also retailers and 
consumers.” 

Markey believes that Gigex is “the 


Oigex 


answer for companies who are asking the 
question: How do I deliver a targeted 
online message to consumers most prone 
to buy my product that allows me to build 
a relationship directly with them, shows 
me which sites most effectively deliver 
traffic and shows me with minimal lead 
time just how “hot” (or not) demand is 


However, don’t expect any huge 
announcements from the company about its 
move to be a major console force. Relyea 
laid down Interplay’s strategy; “The perfor- 
mance of our products will do that for us. 
Consumers are interested in satisfying 
gameplay, not publishers’ resume in a par- 
ticular platform.” 

Lastly, this move by Interplay does not 
mean it will forget about the PC. The com- 
pany is continuing to develop many PC titles 
that can hopefully live up to past glories. 
However, from now on as Relyea as stated, 
“We'll continue to make our platform deci- 
sions based on what’s best for each individ- 
ual project.” In a nutshell, this means that 
console gamers now have a chance to get 
their hands on many of Interplay’s projects 
that used to be designed just for their PC 
counterparts. GW 


for my product prior to production or 
release.” 

In addition, Markey points out that with 
publishers using Gigex there are no 
unnecessary expenses. He claims that 
production for a one-page advertisement 
in a magazine can cost up to $20,000, and 
there is no guarantee that the ad is reach- 
ing the targeted audience. With Gigex, 
“consumers provide their email address 
and with their permission receive whatev- 
er specific information publishers or 
retailers want them to receive. This can 
include contest entries, coupons, whatev- 
er the publisher or retailer specifies.” 

Just as Markey sees the potential of 
Gigex for his career, he also sees the 
benefits it can do for others. “This 
(Gigex) is a one of a kind proposition for 
publishers in the electronic entertain- 
ment industry.” GW 
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By Bryan Intihar 


ast month, Microsoft announced 
a plethora of game companies- 
over 150-would support the Xbox 
console. Successful game publishers 
like THQ, Namco, Infogrames, 
Activision and Capcom all pledged 
their support, but none really indicat- 
ed what projects each was working on 
for Xbox. However, we didn't have to 
wait long for the first to talk about its 
Xbox titles, as the Konami 
Corporation is set to put its mark on 
this new console. 

Only one day after a full list of com- 
panies supporting Xbox was revealed, 
Konami announced four titles that are 
in development for Xbox. Even better, 
all of these titles are based on game 
franchises that have been very suc- 
cessful in the console market. First 
off, the company will publish Crash 
Bandicoot X. For many years, the 
Crash character has been synonymous 
with the PlayStation console. While 
Crash will still make an appearance on 
the PlayStation 2, he also plans to have 
an alternate home on Microsoft's 
Xbox. Dinosaurs will also run amok on 
Xbox with Jurassic Park x, yet it is not 
known on what movie in the series the 
game will be based on. Konami will 
also make sure Xbox has the survival- 
horror theme covered with Si/ent Hill 


X, as players are sure to do battle with 
many gruesome beasts and monsters. 

While these games are all fine and 
dandy, the biggest part of the 
announcement by Konami is that Xbox 
will get the ever-popular Solid Snake 
in Metal Gear Solid X. Anybody who 
was at the last E3 knows how much 
fans love the Metal Gear series, as 
creator Hideo Kojima introduced 
Metal Gear Solid 2: Sons of Liberty tor 
the PlayStation 2. It is still unclear 
whether Metal Gear Solid X will be a 
based on Sons of Liberty or be an 
entirely new game, but it has been 
confirmed that it will be a launch title 
for XDox. 

The CEQ of the Konami 
Corporation, Kagemasa Kozuki, com- 
mented on the company’s support of 
Xbox. “At the initial Xbox announce- 
ment back in March, | promised to put 
together Xbox game development 
teams in order to release a title 
before anybody. I am delighted to be 
the first in the industry to announce 
specific game titles for Xbox, said 
Kozuki, “We are prepared to include 
Xbox as one of our target consoles in 
our multi-platform business strategy. 
Konami is confident that this 
announcement will inspire the indus- 
try, and will lead to the growth of the 
consumer game market.” 


One person that is definitely happy 


Continued from the Cover 


Aggressive U.S. Growth Strategy for Infogrames 


Xbox’s library 
begins to see its 
first titles. 


to hear of Konami’s plans is Robbie 
Bach, senior vice president of 
Microsoft Games Division and chief 
Xbox officer. He stated, “Konami’s 
strength in creating great games com- 
bined with Xbox’s superior technology 
makes for richer, more intense action- 
packed game experiences. Many of the 
world’s top games developers are 
Japanese, and | am confident that we 
will see news of more exciting Xbox 
games from these companies in the 
near future.” 

In related news, even though Square 
and Electronic Arts have not commit- 
ted to Xbox, many have reported that 
the sides are still in negotiations. 
However, with these four titles in 
development and the overwhelming 
number of companies set to support 
Xbox, Microsoft is heading up the right 
path for success with its console 
endeavors. GW 


Alyssa Padia, Infogrames newly appointed Senior VP of 
Corporate Communications. 


subsidiary of France-based parent company Infogrames 
Entertainment, with a newly formed wholly-owned sub- 
sidiary of Infogrames, Inc. In return, Infogrames 
Entertainment will receive 28 million shares of 
Infogrames, Inc. In addition, under the terms of the 
agreement, $128.6 million in debt owed to Infogrames 
Entertainment by Infogrames, Inc. will be converted into 
approximately 20.1 million shares. In conjunction with 
the closing of the transaction, Infogrames, Inc. will 


immediately begin trading under the new ticker symbol 
“IFGM” on the Nasdaq National Market. 

“The timing of the merger couldn’t be better,” said 
Bruno Bonnell, chairman and CEO of Infogrames, Inc. 
“With the holiday season around the corner, we are well 
positioned to efficiently roll out our strongest line-up 
ever in the U.S. market, including Unreal Tournament 
(PlayStation 2) and Driver 2 (PlayStation). We believe 
that the completion of this merger and our aggressive 
U.S. growth strategy will help us firmly establish our 
presence in the world’s largest market and build on our 
success as the leading independent global videogame 
publisher.” 

Infogrames’ newly appointed Senior VP of Corporate 
Evolution, Alyssa Padia concurs, saying: “The Infogrames 
name has never really been recognized in America. One 
of my goals for the company is to get the message out 
there so that people recognize Infogrames as a solid 
entertainment company.” 

Padia goes on to explain that a strong U.S. manage- 
ment team is key to the success of the company. “Putting 
in strong American management will allow us to making 
sure we are focusing on content for the North American 
consumer. GW 
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By Bryan Intihar 


ideo By Cycling, Inc. (VBC) is warning 
its customers who rent out interac- 
tive-entertainment products to “use 
extreme caution” when letting Playstation 


2 consoles go out the door because they 
may not come back. The Dallas-based dis- 
tributor of movies, game systems and 
software used its weekly newsletter to 
warn retailers that, due to the high 
demand and low supply of the PS2 when it 


Rental Outlets Warned on PS2 


launches on October 26, consumers rent- 
ing the console might try to keep the mer- 
chandise. “We are concerned about cus- 
tomers renting them because of the 
upcoming shortage that will exist at retail 
that they may be glad to let you charge 
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Expect MORE from the DVD Players you sell! 
From now on, NUON technology turns DVD Players into Total Interactive Entertainment Centers 
offering the value your customers want. NUON makes movies better, brings music to the big screen and games to the DVD 
Player. Realize added revenue and profit through sales of NUON-enhanced hardware with step-up features, 
interactive software and after-market peripherals that you just don’t get with other DVD Players. 


Upand Up... 


Advanced, yet easy to use features separate NUON-enhanced DVD Players from the rest. 
Ultra-smooth scanning in both forward and reverse. The most powerful viewer-controlled selective zoom 


with incredible clarity and effortless panning. Unique, on-screen Graphic User Interfaces (Menus) 


for easy navigation and adjustment — all without missing a moment of the movie. 


Capture the action with a multi-picture strobe or select just the right angle from a series of different shots 
thumbnailed at the bottom of the screen. Bring dark scenes to light with a fine-tune feature that allows you 
to see what's missed on basic DVD Players. A demonstration of these features makes it easy to sell your 
customer up to the next generation of NUON-enhanced DVD Players. 


Closer...Closer... 


Close the sale with the likes of upcoming NUON-enhanced movies with extra content and features only 
available through NUON-enhanced DVD Players, either right on disc or accessible on the Web, 
Bring audio CDs to life on the TV screen with magical patterns of color and light. Play classic and family games 
like Monopoly’, Tempest 3000" and Myst’ right ona NUON-enhanced DVD Player. 


It all comes down to making more money when you sell NUON-enhanced hardware, software and peripherals - 
the closer you look the better it gets. 


Call your Samsung and Toshiba reps today to get a closer look, or find out more at 


WWW.NUON.TV 
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their credit cards just to get a system.” 
While charging the consumer for the sys- 
tem would cover the cost of the hardware 
and software, VBC notes that the shortage 
might create a situation where it might 
not “be able to replace the stolen system 
for up to a couple of weeks.” The warning 
also reminds retailers to charge a suffi- 
cient deposit to ensure that the store Is 
“properly covered for the system and 
software.” GW 


3dfx Expands 
Voodoo Line 


by Andy Eddy 


dfx Interactive announced a new 
line of multimedia products that 
takes it in a different direction 
from its standard graphic accelera- 
tors by offering TV and TV/FM tuner 
boards to its catalog. According to 
3dfx, the trio of multimedia boards 
are expected to be available as soon 
as October 17. 

e The VoodooTV 100 provides mono 
TV in a PCI board for Windows-based 
computers, as well as video confer- 
encing and digital VCR controls. 
Pricing is expected to be $49. 

e The Windows-based VoodooTV 
200, which has a shelf price of $99, pro- 
vides stereo TV, MPEG capture (along 
with Tivo-like timed program record- 
ing), digital VCR, MP3 encoding and 
stereo FM reception. It also features 
“tuner on a chip” to enable better 
reception and performance, even in 
less-than-optimal conditions. 

e The VoodooTV-FM is targeted to 
the European, PAL-oriented market, 
and has the same features of the 
VoodooTV 200. Pricing for this board 
hasn’t been announced yet. 

This isn’t 3dfx’s first foray into mul- 
timedia beyond 2D and 3D accelera- 
tion. It offered the Voodoo3 3500 TV 
board last year, which had high quality 
graphic acceleration as well as TV and 
FM tuner functions; and its merger 
with STB brought that company’s desk- 
top TV products into the fold. The 
company also plans on expanding its 
product line with boards that again 
merge graphic acceleration and multi- 
media functions, as well as those fea- 
turing HDTV functionality. GW 
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MacPlay Brand Acquired, Concept Revived 


By Andy Eddy 


na move that will undoubtedly boost the 

viability of the Macintosh as a game plat- 

form and provide Mac owners with a rich, 
new vein of gaming software, Interplay 
Entertainment Corp. and United 
Developers, LLC have signed a deal that will 
revive the dormant MacPlay brand. 

Dallas-based United Developers—which 
was founded by executives from Ritual 
Entertainment as a way to seed the Mac 
market with titles ported from the PC while 
remaining equitable to the developers in 
the deal—plans to take the formerly popu- 
lar brand and use it to launch current hits 
on the Macintosh, which has had its own 
revival thanks to Steve Jobs’ return to the 
company and the successful introduction of 
the colorful iMac series, among other 
things. Ron Dimant, United’s CEO and “biz 
guy,” told GameWEEK that it’s hoped that 
the MacPlay deal will “get more games onto 
the Macintosh,” something that the original 
MacPlay accomplished but wasn't able to 
sustain. 


Now For PlayStation C Games! 
Proven Security For DVD Media 


UP FROM THE ASHES 
Apple’s Macintosh platform has always had 
its share of enthusiasts—particularly 
among page-layout and graphics profession- 
als—though the game industry has waxed 
and waned in its support of the platform. 
Sure, some big-name titles could be count- 
ed on to make the jump from the PC realm, 
but the Mac was never treated as having 
reat potential to garner a sizable chunk of 
the game market, and most publishers con- 
sidered it an afterthought, at best. 

In spite of that, Interplay forged on with a 
Mac-specific line called MacPlay, launched 
in 1993, which offered such popular game 
series as Star Trek, Out of this World, 
Wolfenstein and Castles. Unfortunately, it 
too dried up as the Mac lost more populari- 
ty and market share to the exploding 
Windows market, and the effort to produce 
Mac titles became less rewarding. As if cap- 
turing a moment frozen in time, a recent 
look at the MacPlay website (which may still 
be intact) showed how the division stopped 
pretty much dead in its tracks: The home 
page had an excited “Carmageddon II. 
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° Clear Polycarbonate or 


EMPLAST’s tough security cases pro- 
vide outstanding visibility and reli- 
able loss prevention for DVD Media 
and PlayStation.c games! 


Polypropylene Security 

° Proven EMPLAST Locking System 

° Works with Standard EMPLAST Key 
° Total EAS Compatibility 


Replace Your Glass Display Cases with Happy Customers! 


EMPLAST Your Key to Media Security 


Media Security Products WADE TH USA We 
950 Lake Drive, Chanhassen, MN 55317 USA 


952-975-3526 © 1-800-445-4117 © Fax 952-975-355 
©2000 EMPLAST, Inc. All Rights Reserved. 


WWW, e m fo la st. C © m PlayStation is a registered trademark of Sony Computer Entertainment. Inc 


Carpocalypse Now for the Mac 
Has Shipped!!”; the tech 
support page prompts 
users to visit an 
Interplay-specific sec- 
tion on America Online 
that doesn’t exist any- 
more; and the most 
recent press release on 
the site is dated April 1998, 
with all others 
on the page 
from 1996. 

As the Mac 
has seen its 
own phoenix-like rise from the ashes of the 
PC market, so too has the desire for those 
owners to buy compatible interactive-enter- 
tainment products. The retail channel is 
starting to receive more Mac-oriented 
games, which includes a growing number of 
ports from the PC side—notable among 
them are such titles as 7he Sims, Tomb 
Raider and Quake III: Arena. Some products 
are even being marketed with simultaneous 
or near-simultaneous release on PC and 
Mac, such as Diablo //, which shows the 
desire to release Mac versions to the con- 
sumer base. 


This new push with the 
MacPlay name will only 
improve on that situation, 
and it’s backed by people 
who United’s Dimant 
says are long-time and 
“prominent” Mac back- 
ers in the industry. The 
deal with Interplay will 
bring two hot  titles— 
Icewind Dale and Baldur's 
Ce f= 
™ from the PC 
to the Mac 
and work has 
started on those toward 2001 release for 
both. The first releases under MacPlay will 
be a trio of games scheduled to ship before 
the end of 2000: Majesty, Fighter Squadron. 
Screamin’ Demons Over Europe and a bun- 
dle that combines first-person shooter S77 
and the Wages of Sin expansion pack. 
Dimant noted that the pact will bring 
other Interplay titles to MacPlay, though 
exact products weren't identified, and deals 
for other publishers’ games are being 
worked out. He also noted that six games 
are slated for released under the MacPlay 
banner in 2001, but “we may do more. GW 


by Bryan I[ntihar 


ith all the buzz this month being 
about Sony and the launch of 
PlayStation 2 on October 26, 
Sony has not stolen all of the limelight 
just yet. Over the course of the summer, 
many had been noting a decrease in 
sales of Dreamcast hardware. However, 
this seems to be all changing. 
According to PC Data, which tracks 
sales of products in the interactive 
entertainment industry, Sega has a lot to 
smile about. The analysts for PC Data 
are reporting that the number of 
Dreamcast console sales “has more 
than doubled.... Sega’s Dreamcast aver- 
age weekly unit sales volume soared 
156.5 percent between July 23 and 
September 30, 2000.” Even better news 
for Sega is that for that time period the 
Dreamcast sales numbers “positioned 
Sega ahead of Nintendo into second 
place based on revenue.” As expected, 
what caused this was the price cut of 


Sega Sees Dreamcast 
Sales Increase 


the hardware from $199 to $149, and the 
$150 rebate that is available to con- 
sumers who sign up for SegaNet. 

Matt Gravett, a game analyst for PC 
Data, said, “Sega has made a bold yet 
necessary move in staking its claim on 
the gaming market in preparation for 
the upcoming launch of PlayStation 
2...PS2 will be huge, but if initial results 
are any indication, Sega has positioned 
itself perfectly if speculation of PS2 
shortages are realized.” 

While Sony continues to dominate the 
console market, Sega has been steadily 
improving. 

Since the beginning of the year, the 
Dreamcast console has “captured 16.4 
percent unit share of the console sys- 
tem market and 27.7 percent of the rev- 
enue.” Currently, Nintendo is still 
behind Sony with a unit share of 36.4 
percent and a revenue share of 32.2 per- 
cent. Sony’s numbers are: 47.0 percent 
of the unit share and 39.9 percent of the 
revenue share. GW 
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The Special Super Bowl 

edition of “Who Wants To Be 

A Millionaire” took a 26% share 
of audience, proving Millionaire 
fans love sports. 
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Millionaire Sports Edition CD-ROM 

game arrives amid a sporting frenzy 

of the Summer Olympics and at peak of 
extensive publicity and on-air promotion. 


“Millionaire” continues to 

rank several times among the 
top-rated weekly shows, 
single-handedly pushing ABC to 
No. 1 among broadcast networks! 
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Official Strategy Guide: Star 
Trek Voyager: Elite Force 


Publisher: BradyGAMES 


Platform(s) 
Covered: PC 


Availability: Now 
Author(s): Paul Bodensiek 
Price: $19.99 


ISBN: 1-56686-979-X 


Website: 
www.bradygames.com 


TAKE YOUR CAME FuRTMER/IE ) tty 


OFFICIAL STRATEGY GUIDE 
SCT PHASENE To FRae | PS 
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Activision brings to consumers a Star Trek title that runs 
on the Quake III: Arena engine, and some will definitely 
appreciate the strategy guide by Brady. The book 
includes complete walkthroughs for every level and dis- 


cusses how to complete each necessary mission objec- 
tive. AS with most strategy guides, there are also lists for 
all of the game’s weapons, items and enemies. Brady 
even adds information about the Star Trek television 
show and its characters. 


Official Strategies 
and Secrets: Giants: 
Citizen Kabuto 


Publisher: Sybex 


Platform(s) 
Covered: PC 


Availability: October 2000 
Author(s): Bart Farkas 
Price: $19.99 

ISBN: 0-7821-2674-X 


Website: 
www.sybexgames.com 


Giants: Citizen Kabuto comes to consumers from the 
development squad that created the likes of the original 
MDK. Many gamers will find the strategy guide by Sybex 
and Bart Farkas to be a necessary purchase due to its 
challenging gameplay. In the beginning, the guide 
includes walkthroughs of all of the game areas, includ- 
ing bonus levels. More importantly, Farkas provides 
guidance on how to solve each of Giants: Citizen 
Kabuto’s several difficult puzzles. 


Official Strategy 
Guide: Banjo-Tooie 


Publisher: BradyGAMES 
Platform(s) 

Covered: Nintendo 64 
Availability: 

November 13, 2000 
Author(s): Tim Bogenn 
Price: $12.99 

ISBN: 0-7440-0006-8 
Website: 
www.bradygames.com 


Banjo and his feathered friend Kazooie return for one 
more stint on the Nintendo 64 in Banjo-Tooje. Author Tim 
Bogenn discusses all of Banjo’s intricate levels so that 
consumers can complete the game in a greatly reduced 
amount of time. This Banjo title also introduces multi- 
player fun to the series, and Brady discusses gameplay 
tactics for each mini-game. All controllable characters are 
listed with their bio and moves list. This guide should help 
everybody with Banjo and Kazooie’s latest adventure. 


Official Baldur’s Gate II: 
Shadows of Amn 


Publisher: Versus Books 


Platform(s) 
Covered: PC 


Availability: Now 
Author(s): Jim Mazurek 
Price: $14.99 

ISBN: 0-9703473-1-6 


Website: 
www.versusbooks.com 


Versus Books has created a thorough strategy guide for 
the popular PC title, Ba/dur’s Gate //: Shadows of Amn. 
The first few pages discuss the game’s character creation 
mode and provide hints for all eleven classes. That is then 
followed by an extensive walkthrough of all seven chap- 
ters. In addition, there are complete lists of spells, NPCs, 
monsters and items. The back of the book contains all of 
the necessary cheats and a pullout color poster. 


| GameWEEK Print Report /s an overview of game books that are written for the consumer. Print Report is meant to provide current information regarding the 

| book and its potential at the time of its release. It also represents the status of the book’s genre and current marketability. While Print Report might be 
critical, it is by no means final judgment on a book and should not be solely used by retailers to base buying decisions on, as the final outcome of a book 
already previewed here could be completely different at its time of release, if previously unavailable. | 
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Contact your sales representative or call Customer Service at 1-800-227-2346. uf 
www.sybexgames.com 


ACCESSORY MARKET “= 


The Retailers Guide to Game-Related Peripherals 


| by Ben Rinaldi y Ben Rinaldi 
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$2 Vertical Tower 
Manufacturer: Nyko Technologies 


Contact: 888.444.NYKO ¢ www.nyko.com ~e | GBC-5 

System(s): PlayStation 2 ¢ MSRP: $24.95 Manufacturer: Case Logic 

Availability: October Contact: 800.447.4848 
www.caselogic.com 

If you thought the PlayStation had a lot of peripherals, you | System(s): Game Boy Color 


ain't seen nothing yet! The PlayStation 2 add-on market is / MSRP: $14.99 e Availability: Now 
about to blow up with countless new controllers, memory 
cards, steering wheels and other doohickeys too numerous 
to list. Leading the way in PS2-compatible add-ons is Nyko 
who will offer three products at or near launch including the 
PS2 Vertical Tower, a PS2 remote and the Viper 2 con- 
troller. The Vertical Tower is a handy storage unit that holds 
memory cards and 12 CDs or DVDs via slide out trays. It 
also doubles as a security stand that provides support and 
Stability to the vertically enabled PS2. Made of high-impact 
plastic, the Vertical Tower should be very popular with 
future PS2 owners. 


The GBC-5 is Case Logic’s largest 

Capacity storage case for Game Boy 

and other handheld products. Like its 

previous offerings, Case Logic has 

thought of just about everything when it 

designed this bag. It holds a Game Boy, 

five to eight game carts, plus accessories 

like link cables, Worm Lights and battery packs. Additionally it features little extras like a key fob, 
zippered pocket for carrying money or an |.D. and a special back strap for easy transportation. 


iSound FPS GBC-3 Game Boy Case 
Manufacturer: iSound LLC fn . Manufacturer: Case Logic 


Contact: 425.891.0339 Contact: 800.447.4848 
System(s): PlayStation 2, PlayStation, www.caselogic.com 


N64, Dreamcast ¢ MSRP: $24.95 System(s): Game Boy Color 


Availability:November 2000 (PS2 and PS), MSRP: $11.99 ¢ Availability: Now 
Q1 2001 (N64 and Dreamcast) 


Case Logic continues to add to its line of pop- 
we lis a ular Game Boy storage cases with the new 
: . compact GBC-3, made to hold a Game Boy, 
game carts and accessories. The exterior 
of this case is made of a durable black nylon 
while the inside features a padded divider to 
organize and protect contents while in transit. 
Another added bonus is a back strap that 


Now here’s a cool peripheral for home consoles that 
actually makes sense! The iSound FPS (First Person 
Sound) is a neat little gadget that after connecting to 

PlayStation, N64 or Dreamcast, allows gamers to experi- 

ence full range, dual volume controlled, stereo sound 

through headphones. iSound’s mixed signal chip technology 

is said to provide clear CD quality stereo sound without being 

distracted by or disturbing others. It plugs directly into a con- easily clips to belts, backpacks or book 

sole’s AV port making it compatible with standard audio/video, _.. bags—or it can be used as a carrying handle. 

S-video or RF cabling. The unit is powered by two AA batteries GBC-3's classy design and functionality will make 
and comes complete with a pair of high-quality earphones. it very popular with portable gaming enthusiasts. 


The Spine 

Manufacturer: SGRL 

Contact: 330.706.0744 ¢ www.sgrl.com 
System(s): Game Boy, 

Game Boy Color ¢ MSRP: $19.99 
Availability: Now 


Blob Light 
Manufacturer: Nyko Technologies 


Contact: 888.444.NYKO © www.nyko.com 
System/(s): Game Boy Color ¢ MSRP: $14.99 
Availability: November 


Nyko really hit pay dirt last year when it intro- 
duced the Worm Light for Game Boy Color. To 
date, this ingenious little light peripheral has 
gone on to sell more than a million units, easily outpacing 
every other peripheral product on the market. That success 
has Nyko understandably excited about the prospects of a newly 
designed light source for GBC called Blob Light. The Blob Light’s 
appearance is nothing short of bizarre and one look at this thing will 
have you wondering what its designers were smoking when they came up 
with the look. Basically, it's a molded, flexible plastic piece in the shape of a weird blob-like crea- 


SGRL is introducing a rather bizarre way of 

storing Game Boy games via a device it 

calls The Spine (if the name doesn’t scare you, 
the design will). The Spine looks like an anorexic 
Christmas tree and like its name implies, it is a 
skeleton of five vertebras that are made to hold 
game carts. Five additional vertebras can be 
stacked on top of the existing ones so that a total 
of thirty games can be stored at once. The Spine 


can be rotated for easy selection and grabbing of ture that attaches to the top of the GBC, illuminating the screen with a white light that protrudes 
games (very much like a tie rack). It’s a nice concept, from its center. Retailers are advised to stock up in large quantities because we expect Blob 
but since most folks play their Game Boys in transit and Light to be on every kid’s wish list this holiday season and the foreseeable future. 


The Spine isn’t really mobile, consumers may pass on this one. 


GameWEEK Accessory Market is an overview of game peripherals for the home videogame and PC market. Accessory Market is meant to provide current 
| information regarding the product and its potential at the time of its release. It also represents the status of the product's current marketability. Accessory 
Market is by no means final judgment on a product and should not be solely used by retailers to base buying decisions on. 


Correction: /n the August 21 Accessory Market, we incorrectly listed the 
price of Saitek’s P150 Pad as $39.95. In fact the correct price for this prod- 


uct is $14.99. 
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Service attracts publishers looking for a greater conversion rate 


by Paul Palumbo 


tream Theory has developed a unique 

application, service and distribution 

network that enables “streaming” 
demos of game product to play on PCs con- 
nected to broadband networks without full 
download and installation, which has 
attracted the attention of game publishers 
looking to reduce the rate of software 
download failure. 

End users click a “stream it” button on a 
particular game or software website pow- 
ered by Stream Theory, and the software is 
delivered. There is no software installation 
required. It’s a pure “click and run” model. 
One of the first announced customers work- 
ing with Stream Theory is GamePro.com, a 
site that registered about 303,212 unique 
users in July 2000, according to data supplied 
by Nielsen/Net Ratings. Stream Theory will 
officially launch with GamePro.com and 
CNET GameCenter in the September 2000 
timeframe, with several publishers gearing 
up their online stores, in conjunction with 
Digital River, to go “live” during the period 
with streaming demos from Stream Theory 


eilewie 


According to Stream 
Theory research, an aver- 


age of 51% of gamers who 


buy games have preceded 
those purchases with some 


sort of demo trial with 
games purchased in the 


last six months. 


as well. Publishers include Activision, Eidos 
Interactive and Interplay. 

“Currently 60% of software downloads end 
in failure, and that is a publisher’s number 
one sales tool,” says Steig Westerberg, CEO 
of Stream Theory. “It’s scary to think that the 
number one sales tool has a 60% failure rate. 
It fails because of the process involved. 


WipeOut® 
CD Repair Kit 
Repairs your 
Playstation Games, 
CDs and DVDs too! 


7 


£ 


A great way 
to bring old, beat up 
PlayStation games back to life. 


It works flawlessly with CDs 
and DVDs as well”... 


- GameWeek Magazine 
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www.cdrepair.com 
1-877-WIPEOUT 


Stream Theory Improves Gaming Business 


Average User Streaming Session Time 


Thief Il: The Metal Age 

Tomb Raider: The Lost Artifact 
Nerf Arena Blast 

Roller Coaster Tycoon 
Shanghai: Second Dynasty 


Source: Compiled from Stream Theory test data. 


Title Publisher 


Average user spent 22 minutes streaming an average demo. 


Category File Size Play Time in 


Minutes 


Crusaders of Might & Magic ..............0.. 3DO 


Stream Theory Market/User Data 


% Of game purchases preceded by a demo (average) 
% Conversion of demos into game purchases (average) 


% Rating streaming experience “better than average” 


% Cable modem connections 
% DSL connections 


% T-1 connections 


Source: Stream Theory. 


People get ‘downloader’s remorse.’ People 
realize they will be uninstalling the product 
at some point as well, and the software is 
usually not uninstalled properly. With our 
streaming demo service, the software is 
never downloaded to the end user’s comput- 
er in the first place. They don’t have to worry 
about uninstalling it.” 

Besides decreasing the download failure 
rate with a streaming approach to game 
demos, the fact that demos alone have 
proven to be a successful and even neces- 
sary marketing tool is backed up by data. 
Stream Theory has its own server farm, 
encodes all the material to “run” in the 
Stream Theory format, and contracts with 
Exodus for bandwidth. 


According to Stream Theory research, an 
average of 51% of gamers who buy games 
have preceded those purchases with some 
sort of demo trial with games purchased in 
the last six months. Moreover, the conver- 
sion rate of game demos moving to game 
purchases is averaging about 35%. So, getting 
the software demos into the hands of 
gamers in an efficient, hassle-free manner 
(assuming a broadband connection) is what 
Stream Theory’s pitch to publishers is about. 


PUBLISHERS HAVE TO 

BE “CONVERTED” TOO 
While the promise-even hype surrounding 
residential broadband is for real, attitudes 
about “click and run” availability of game 
demos change on a weekly basis inside 
these organizations, depending on what the 
competition is doing. Some top tier publish- 
ers have tested demo content with Stream 
Theory, and the data suggests that an aver- 
age gamer connected at broadband rates 
(primarily cable modem and DSL) will 


spend an average of 22 minutes playing a 
game demo. But, that doesn’t mean every- 
one is ready to jump onboard and start mak- 
ing high-speed streaming demos available 
anytime soon. 


Average time spent streaming a game demo 


“We have a good chance of working with 
some of the publishers. These companies 
want to offer a high quality, media rich expe- 
rience for their customers. The real ques- 
tion is what companies are excited about 
this area, and while some are, some aren’t, 
considering the low installed base of broad- 
band subscribers,” he — explained. 
“Publishers are watching broadband deploy- 
ment very closely. They do feel some market 
pressure, and want to get moving in that 
direction now. And, it’s clear they will need a 
broadband strategy.” 

Interplay has also worked with Stream 
Theory, and does plan to deploy its capability 
on its company website. “We can provide a 
sticky experience for using the software that 
will compel a sale if the process of stream- 
ing becomes an embedded experience, and 
users don’t have to close out their browser 
and install the program to run it,” he said. 
“This way, there is less chance to lose the 
sale because users remain at the website. 
This is going to be an attempt to drive sales, 
and we will increase usage, but we still don’t 
know the real sales factors.” 

As for marketing positioning, Stream 
Theory plans to focus on software publish- 
ers, e-tailers, portals and application service 
providers, and the company reports it is 
actively selling into all segments. The deals 
vary, depending on what the customer is 
doing. If itis the delivery of a rented product, 
then the business model could be a type of 
revenue split arrangement. 

Moving from demo to software download 
over the course of time, StreamTheory 
could earn a substantial amount of revenue 
in the future from customer websites 
where software is rented. But, the demo 
delivery model remains a significant part of 
their business model for the near term. 
Under the streaming demo model, 

StreamTheory will bill its customers on a 
per-click basis, but there is not a published 
pricing model currently available. GW 
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Picking the Games That Will Bring in the Profits 


: | 17, One of the best selling products for Great product, but lacking in Good product that will sell average 
fz / WEEK A that platform. Strong marketing and - some areas. Will sell well and C in terms of sales, yet not worthy of 
Baal |. word of mouth complement excellent bring in the masses, but not to a“B." Still a solid seller, particular- 

RATING SYSTEM game play and design. A “must have” product. the extent of an “A” title. ly in niche categories. 


PC 


Either unsupported in terms of Never should have been consid- 
y marketing, severely lacking in 2 ered, much less released. A thor- 

quality or both. This product would oughly unimpressive product that 
have benefited from further development. will sell only at a drastically reduced price. 


Skies of Arcadia 


On-Track Software (Second re 9 


Publisher School Zone No. of Players 1 Publisher Sega MSRP $49.95 
Interactive MSRP $19.95 each Developer Over Works Contact Info 
Developer School Zone Contact Info Available November 14 www.sega.com 
Interactive www.schoolzone.com Genre RPG 415.701.6000 
Available December 15 616.846.5030 No. of Players 1 Other Two GD-ROM set 


Genre Learning/educational 


Rundown Say hello to the Dreamcast's first legitimate RPG. i 

Skies of Arcadia contains an interesting cast of characters and an ntiguing 

“pirate” theme but the game ends up falling short of expectations. In general, the 

pacing Is really off, making the player feel as if they're trudging through one 

disparaging scenario after another. While the localization team did a fantastic job : ‘ 

on Fe “ialno—ts really well translated and fun to read—no amount of ied Skies of Arcadia 

ing conversation can make up for the uninspired battle scenes, barren settings is better than 

and long load times. Folks, Ze/da this ain't, and that’s sad, because Skies could most Dreamcast 

have been something special. RPGs out there, 
but that’s not say- 


Rundown School Zone is renowned for its educational software titles and its 
newest On-Track Software should only assist that reputation. This new line of 
educational titles—treferred to as “Electronic Workbooks” by the company—is 

a simple concept: workbooks on CD-ROM. Designed for kids to have fun while 
learning, this follow-up series to the first line released this past summer includes 
Beginning Sounds Preschool, Thinking Skills Preschool, Math 1, Math 3, Alphabet iidigemeddubiltea ty 
K-1 and Reading Readiness K-1. Each title provides auto-correcting to monitor form of 

a child's work, plus it gives kids a variety of fun mini-games between exercises. learning that 
kids 

will actually 
enjoy using 
Sales Pitch ‘This line of software is an excellent way for young kids to has arrived 
learn the basics of reading, writing and arithmetic.” just in time 


Competition There's plenty of competition in this category but the School for Christmas. 
Zone brand and low MSRP will help On-Track stand out from the rest. —Ben Rinaldi 


Hype & Marketing Some print advertising in family-oriented magazines 
but the main focus is on special in-store fixtures to help the software stand out. 


Hype & Marketing Print: most December and January game pubs. ‘ : 
Promotions: Treasure Trip Contest will be promoted online on all of the top-tier ms much. Sega's 
gaming sites, and supported with emails to Dreamcast mailing lists. Demo disc going to have to 
is being included with the December issue of the Official Dreamcast Magazine do better than 
this and it had 


better do it soon. 
Competition Shenmue, Grandia Il, Time Stalkers, Silver, Evolution 1 and 2. WStum@oics 


RATING 


Sales Pitch ‘This is a very quality-oriented Dreamcast RPG.” 


Project Justice eg ea pee ng Starlancer 

Publisher Capcom MSRP $29.95 Gabe, — Publisher Crave MSRP $49.95 

Developer Capcom Contact Info i e iy ee a Developer Digital Anvil, Contact Info 

Available November www.capcom.com eae ve Warthog www.Ccravegames.com 
Genre Fighting 408.774.0500 : 4 cook Available Now 310.661.3000 

No. of Players 1-2 Other Arcade Fighting Stick : 4 “ Genre Action Shooter Other Dreamcast keyboard 


; ' _ of PI ; Supported (recommended) 
Rundown Capcom continues its commitment to the Dreamcast No. of Players 1-6 


by adding to its long list of fighting titles with Project Justice. The environments “{O1M G ¢ Rundown Serious space combat has at last made its way to the Dreamcast. 

are not fully 3D, but just like Namco’s Tekken series, Capcom has added Starlancer slams players into the cockpit one of 12 fully-armed space vehicles. 

a side-step move to enhance gamer’s fighting strategies. However, the core of = “a This conversion of the PC hit has turned out nicely, with sharp graphics and fierce 

the game lies in how players use their Rival School partners in some unbeliev- This is a quality ee gameplay. single player and 1-4 player split screen modes are here, along with an The Dreamcast 

able tag-action. It is disappointing though that players cannot toggle between impressive 1-8 player deathmatch mode that lets users battle online. The only ' 

characters during the bout. The character designs are creative and the story +h Yay Problem facing players will be coming to grips with the complex controls using the [iaumguasimiahd 

mode is a nice bonus, but the control can be sometimes unresponsive. with some minor my DC control pad. This should help build Sega's online gaming crecibility, titles like Starfancer. 
; | flaws. However, it | The game looks 

Hype & Marketing \Ne were unable to get marketing information may not get the Hype & Marketing Ads are appearing in most consumer pubs. A demo and plays great, 


before the issue went to print. . disc is being distributed to selected stores. A demo is also featured on the next | te 
ssnandionencasoaine version of Sega’s web browser disc. ane 


Sales Pitch “Project Justice continues the Capcom fighting magic, but deserves because component alone 
adds a couple new twists.” of the anticipa- Sales Pitch “A nice conversion of the PC game and it even lets you jump makes it an even 


aa i online to battle opponents.” incl 
Competition As usual most of the competition comes from Capcom tion for Capcom eT aN more attractive 


itself, this time in the form of Capcom vs. SNK. Vs. SNK. Competition As the only true space combat game for the Dreamcast, purchase. 
-Bryan Intihar Starlancer stands alone. —Jim Loftus 


fighting game 


Doug’s Big Game , <= Prince of Persia 3D 


Publisher NewKidCo No. of Players 1 Publisher Mattel Interactive No. of Players 1 
Developer |maginEngine MSRP $29.95 Developer Avalanche MSRP $39.95 
Available Now Contact Info Tr elt Le! ! Available November Contact Info 


Genre Action Adventure www.newkidco.com i 3 a Ri Genre Action/Adventure www. mattelinteractive.com 
212.465.1290 - 510.505.6464 


Rundown Doug's Big Game lets kids jump into the shoes of re-t-t-@ 0 «©6FRumdown \|nstead of a direct PC port, Mattel and Avalanche as 
Doug Funny, star of the highly popular animated series that has been running “1@ > have teamed up to create a whole new engine for the Dreamcast version i 
on Nickelodeon, UPN and ABC for the past few years. Patti Mayonnaise has : fm Prince of Persia 3D. The game has many similarities to the Tomb Raider series 
disappeared and it's up to Doug—um, make that Quailman—to find her! : ‘1 | with its emphasis on exploration and solving puzzles. All 15 game levels are 
Users can play as either Doug Funny or Porkchop, his faithful sidekick dog, to With the pop- : massive and truly represent the Prince of Persia style. Players will also be able 
collect clues and figure out the mystery. Players can collect power-ups and to collect a variety of weapons that are essential when battling enemies. 


q. POP 3D has 
solve puzzles through 20+ levels. The game looks great and it plays well, but ularity of the =) ee However, the control of the character and camera are very awkward, and the some strong 


the difficulty level could make it tough for kids under the age of seven. cartoon series § fy in-game graphics are a step behind other Dreamcast adventure titles. points, but its 
currently at an control issues 


Hype & Marketing Doug's Big Game is primarily targeted at kids and Hype & Marketing As of press time, none was available. 


-time high 
young teens. all-time high, could push 


Doug’s Big Game | Sales Pitch ‘Get the same type of adventure in Jomb Raider but with consumers 
Sales Pitch “This really is a great little game for fans of the cartoon should fare well a different theme.” toward other 


show!” : . ; 
= this holiday : Competition Eidos’ Jomb Raider: Chronicles, which is also releasing this products in 

Competition Just about every Game Boy Color game aimed at young- season, even amid November. the same 

sters, and that's a lot. fierce competi- genre. 


tion. —Jim Loftus —Bryan Intihar 
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| don't Know really how to say this, but | had a few doubts about the buzz 
on your new RADEON™ gamer boards. | checked out your so-called RADEON” 


GPU with Its integrated T&L acceleration and ultra-tast DDR to speed up my 
Quake” Ill Arena framerates. Not only does RADEON™ have awesome high- 
quality performance but it supports more advanced 3D games and upcoming 
DirectX” 8.0 teatures than any other graphics board. The DVD playback feature 
will come in handy when | need to take a break from gaming. And, | have to 


admit the video capture and TV-output option on RADEON” 64MB DDR makes 
it a must-have. But, just remember, the only opinion of RADEON” that matters 


is mine and | have only one thing to say to you AT| 


© Copyright 2000, ATI Technologies Inc. All rights reserved. ATl and RADEON are 
trademarks and/or registered trademarks of ATI Technologies Inc. All other company and/or 


product names are trademarks and/or registered Trademarks of the respective manufacturers. Visit ati -_<com 


Sponsored by: 


A€iaim 


GameWEEK Previews are early looks at products that are works in progress. Previews are meant to provide current information regarding the game and its potential at the time of its release. They also represent the status of the game’s 
genre and current marketability. While previews might be critical, they are by no means final judgment on a game and should not be solely used by retailers to base buying decisions on, as the final outcome of a game previously pre- 
viewed here could be completely different at its time of release. 


PREVIEWS 


Sneak Peeks at Tomorrow’s Potential Hits 


feature 


Onimusha: Warlords 
Publisher Capcom 
Developer Flagship 
Genre Action Adventure 
Available (Q1, 2001 


By Jim Loftus 


It's easy to dismiss Capcom's newest upcoming sur- 
vival horror entry as just another offshoot of Resident Evil 
it really is. Much like peeling an onion however, there are 
more layers to this one than meets the eye. GameWEEK 
recently obtained the latest and most complete playable 
of Onimusha: Warlords and one thing’s for certain: the 
game has evolved into a much deeper piece of work than 
what was on hand earlier this year at E3. 

Set in 16th century Feudal Japan, Onimusha does 
indeed carry with it many traits of games like Resident 
Eviland Dino Crisis, and once again the player views the 
action from a third-person perspective to take on the 
enemy. There are also plenty of flat-mapped backdrops 
and those familiar tem sub menus, but that’s just about 
where the similarities end. In Onimusha, instead of a cap 


blasting character like Chris Redfield, the player assumes 
control of a samurai warrior named Samanosuke. In 
Onimusha, instead of shuffling, moaning zombies, there 
are hordes of sinister, demonic creatures to contend with. 
Okay, so I'll admit, a lot of the basic survival horror build- 
ing blocks are the same here, but seriously, Onimusha 
really does look to stand on its own and I'll tell you why. 
Presentation. Flagship, Capcom's subsidiary develop- 
ment house, is building Onimusha into an extremely dra- 
matic experience. The cinemas, the camera angles— 
even the music, which is being done by a 200-piece 
orchestra—just screams quality. Flagship also acquired 
the talent of famed Japanese actor Takeshi Kaneshiro, 
who is the face and the Japanese voice of Samanosuke. 

One of Onimusha’s most intriguing elements is its 


weapon system. As the player makes his or her way 
through the game, they obtain different gem stones, 
three in all, and equip them into Samanosuke’s gauntlet, 
giving him the power of wind, thunder and fire. The pow- 
ers have a varying effect on the enemy depending on 
which weapon is used in conjunction with them. The 
gem stones are also used to syphon the life force from 
defeated enemies and vital for reaching certain locations 
in the game. 

Graphically, Onimusha does things with polygons no 
other current PS2 game can hope to touch. Characters 
come alive with ultra detailed facial expressions and help 
to put an authoritative seal of quality on the whole expe- 
rience. In fact, I'd go so far as to say that in some 
instances, the real-time generated, high-resolution char- 


acters are so amazingly detailed and animated, they sur- 
pass those seen in Yu Suzuki’s mighty Shenmue for the 
Dreamcast...no small achievement by any means 
(| guess that’s what 10,000+ polygons per character will 
get you). Possibly in response to lukewarm initial reaction 
to the game's E38 showing, Flagship has injected 
Onimusha with a better overall look as well as a number 
of flashy new effects, in addition to improved enemy Al 
routines. Even at a mere 20% complete, the game packs 
an electricity—an ambiance—that has yet to be felt in 
a game of its kind. Glowing, blood red skies...wind rip- 
pling through the trees...rolling fog...motion-picture like 
camera angles...it all helps to immerse the player in 
a truly magical world. When it’s all said and done, 
Onimusha could be the PS2’s finest hour yet. 


102 Dalmatians: Puppies to the Rescue 


Publisher Eidos ¢ Developer Crystal Dynamics 
Genre Action/adventure ¢ Available November 20 


By Ben Rinaldi 


Disney's cute Dalmatian 
puppies return to theaters 
this November with a new 
feature film titled Disney's 
102. +ODalmatians. The 
expected popularity of the 
movie has Eidos under- 

Standably excited about the 
possibilities for its forthcoming 102 Dalmatians videogame, which will see 
a simultaneous release with the movie. 

Puppies to the Rescue is an action-adventure romp through 3D worlds 
filled with the familiar characters and settings from the 101 Dalmatians 
license. Based loosely on the plot of the movie, gamers can choose to play 
as one of two puppies, Bandit or Pepper, and use their skills to rescue their 
brethren from the evil clutches of Cruella De Vil. As you might expect from 
a game of this nature, everything from the controls to the level designs and 
Storyline have been developed with the younger demographic in mind. As 
such, lots of friendly, fruity animal characters will entertain and assist the 
kiddies on their quest through 16 colorful worlds as they try to solve puzzles 
and discover hidden secrets. Game play objectives are simple yet varied 
enough so kids won't get bored. Levels include everything from fighting 
enemy toys in a toy store to the exploration of an abandoned subway sta- 
tion. Graphically, 702 Dalmatians looks good, but not great (think poor 
man’s Spyro the Dragon). The 3D landscapes and character designs are 
simple, which is okay considering the audience for this type of game. The 
Dreamcast version is expected to be an exact port of the PlayStation game 
except for the usual improvements like improved textures and frame-rates. 


18 Wheeler: American Pro Trucker 
Publisher Sega 

Developer Sega AM2 

Genre Racing ¢ Available Spring, 2001 


By Jim Loftus 


Originally scheduled to 
ship in time for the 2000 
holiday shopping season, 
the North American conver- 
sion of 718 Wheeler 
American Pro Trucker was 
re-routed to early 2001 by 
sega so that it would be 
able to implement full 
online racing capabilities. 

18 Wheeler started life as an arcade title earlier this year. The Naomi- 
powered coin-op was met with much enthusiasm by players both in 
Japan and North America, so it was pretty much a no-brainer on the part 
of Sega to begin work on bringing it home. The game lets players hop 
into the driver's seat of a huge semi and make their way across the 
United States to deliver their payload. Once the player chooses which 
truck to drive (Several different types are available), they race against a 
rival trucker—either controlled by the CPU or a human—to the goal. 
Along the way, players experience all sorts of craziness. Weaving through 
traffic and attempting to make the best of hazardous conditions, players 
will be amazed at the incredible graphics and irresistible gameplay (you 
can even honk the air-horn! Wheee!) To add replay value to the home ver- 
sion, AM2 is adding extra features and options to the game. Players will 
be able to race against others online in real-time...none of that half- 
baked F355 ghost car stuff to tease us, no sireee! Just a few of the addi- 
tional goodies being added: the ability to upgrade big rigs with new items 
and power-ups, a split screen two-player mode, and a parking challenge 
mode, among others. 


Torneko: The Last Hope 
Publisher Enix ¢ Developer Enix 
Genre Dungeon Adventure/Strategy 
Available November 2000 


By Bryan Intihar 


While many RPG fans are 
awaiting the release of 
Square's Final Fantasy IX 
Enix iS gearing up to give 
gamers another choice this 
November. 

In Torneko: The Last 
Hope, players assume the 
role of Torneko, a merchant 
who bares some resemblance to Nintendo’s Mario but is a little more 
“plump.” This version picks up six months after Torneko’s first adventure 
where he discovered the Joy Chest. Strange things have started happening 
around the kingdom as monsters have begun to show up as surprise guests 
outside their usual dungeon walls. The king, who originally sent Torneko out 
to explore the dungeons, asks for his help once again to discover why these 
monsters are infesting the usually peaceful kingdom. This game should 
attract many of the Dragon Ball comic book fanatics, as its creator Akira 
Toriyama designed all of the over 150 characters and monsters. In addition, 
the setting of Jorneko: The Last Hope is the Dragon Warrior world. That being 
said, in this game there are many popular music tracks, monsters, magic and 
characters from the Dragon Warrior series. The core of Jorneko is the dun- 
geons. That is where players will spend most of their time battling a wide 
assortment of monsters and picking up weapons, shields, scrolls, rings, pots, 
herbs and bread. The battles consist of turn-based combat that gamers of all 
levels will enjoy. However, don’t expect amazing graphics as the game stays 
true to the look of an old-style RPG. 

While this one may not have the hype of a FFIX, Torneko: The Last Hope 
could be perfect for those that love past Dragon Warrior titles and are novice 
RPG players. 
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Apple Unveils Products to European Market 


New OS Beta, Radeon OEMs, and New iBooks 


by Mike Dixon 


European Expo in Paris. As expected, 

a public beta of Mac OS X (“X” pro- 
nounced “ten”) was made available to any- 
one at the show or through Apple’s online 
store for a price tag of $29.95. Of the 
numerous improvements from this 
ground-up developed, next-generation 
operating system, the most attractive fea- 
ture to many was the new user interface 
called “Aqua.” Apple also unveiled brand- 
new iBook models, which have been 
beefed up and have new colors. 


B month, Apple held their 2000 


OS X BETA PROMISES 
SIGNIFICANT CHANGES, 
IMPROVEMENTS, AND STABILITY 
Apple has been working on this new oper- 
ating system for quite some time. The cur- 
rent OS (Mac OS 9) is still based on the 
original Mac OS that debuted in the early 
1980's. Apple decided it was time to rein- 
vent the operating system for the changing 
ways we use computers, and embarked on 
the difficult task of creating an environ- 
ment that current Mac users would like, 
but also an environment that would attract 
all other computer users...from UNIX to 
Windows. From early reports, it seems to 

be doing just that. 
Mac OS X features true memory protec- 
tion, pre-emptive multi-tasking, and sym- 


and POP compatible) and new versions of 
the QuickTime player and Sherlock Internet 
searching tool, as well as a beta version of 
Microsoft’s Internet Explorer. 

“Mac OS X is the future of the Macintosh, 
and the most technically advanced personal 
computer operating system ever,” said 
Steve Jobs, Apple’s CEO. “We’re excited to 
have our users test drive this public beta 
version and provide us with their valuable 
feedback.” 

The Mac OS X Public Beta is available in 
English, French and German at the online 
Apple Store for $29.95. Apple has created a 
Mac OS X tab on its website at 
www.apple.com which contains in-depth 
information on Mac OS X, including regular 
updates on third-party applications, tips 
and tricks and technical support informa- 
tion. Mac OS X Public Beta is designed to 
run on all Macintosh computers using 
PowerPC G3 and G4 processor chips, and 
requires a minimum of 128 MB of memory 
(the original PowerBook G3 and processor 
upgrade cards are not supported). When 
the full version is released, it is expected 
to require only 64 MB of RAM. Mac OS X 
version 1.0 will be released in early 2001. 


OLDER GAMES VS 
NEW OPERATING SYSTEM 
The big question many are asking is how 
will this new OS run older Mac software, 
like games. Mac OS X has a “classic envi- 
ronment” what will run 


metric multiprocessing 


ATTN 


when running on the 
new _ dual-processor 
Power Mac G4 line. Mac 
OS X includes Apple’s 
new Quartz 2D graphics 
engine (based on the 
Internet-standard 
Portable § Document 
Format or PDF) for 
sharp graphics and 
broad font support; 
OpenGL for 3D graph- 
ics and gaming, and 
QuickTime for stream- 
ing audio and video. In 
addition, Mac OS X fea- 
tures Apple’s new user 
interface named 
“Aqua,” which com- 
bines superior ease-of- 
use with new function- 


“Mac OS X is the 
future of the Macintosh, 
and the most technically 

advanced personal 
computer operating 
system ever...” 


Steve Jobs, 
CEO, Apple Computer 


applications that aren’t 
carbonized (updated to 
take advantage of the 
hew memory. protec- 
tion/multi-tasking  fea- 
tures of OS X), thus sup- 
porting the vast amount 
of currently available 
software for Macintosh. 
Performance of non- 
carbonized titles will 
vary, but should run as 
well as they currently 
run in Mac OS 8 or later. 

Developers and pro- 
Srammers wishing to 
see how much work it 
would entail to get their 
current titles to run 
natively in Mac OS X can 


OS X download a free utility 


ality such as_ the cccemienes from 


“Dock,” a breakthrough 

for organizing applications, documents and 
miniaturized windows. Mac OS X Public 
Beta includes many applications, including 
Apple’s new built-in e-mail client (IMAP 


Apple — called 

“Carbon.” For example, 
Adobe carbonized Photoshop in just one 
week, so Apple is confident that other 
developers will want to take advantage of 
the new features in OS X (especially mem- 


ory protection for games) knowing that it 
won't require months and months of re- 
programming or re-packaging of software. 

Software makers including Microsoft 
(Office 2001, released this month), Adobe 
(virtually all Mac products eventually), 
Macromedia, and a growing list of others 
are already preparing Mac OS X native 
products. Some game developers are com- 
plaining that they will have to support 
three operating systems on the Mac (OS 8, 
J, and X) for a few years in order to cover 
all the Mac users out there playing games. 
Apple indicates that bringing OS X support 
to such titles is not difficult at all, and is 
seeking out developers looking to add such 
support. 


NEW IBOOKS: NEW COLORS, 
MORE POWER AND EXPANDABILITY 
Up until this month, of the four product 
lines Apple offered (Power Mac, iMac, 
IBook, PowerBook), the iBook was the 
weakest and slowest of the pack. At the 
Apple Expo in Paris, Apple changed that 
with the introduction of a new iBook line 
featuring FireWire ports and iMovie 2, 
Apple's very popular and easy-to-use digi- 
tal video editing software, and all new col- 
ors. The iBook now comes in Indigo (blue) 
and the iBook Special Edition, which now 
includes a DVD-ROM drive, comes in 
Graphite. Both models also come in Key 
Lime, available exclusively from Apple’s 

online store. 

“IBook has been a big hit with con- 
sumers, students and educators, and the 
addition of portable digital video editing 
with FireWire and iMovie 2 makes it even 
better,” said Apple boss Steve Jobs. 
“Anyone can now own a portable movie 
studio for just $1,499.” 


The new iBook models include 
a 366 MHz or 466 MHz PowerPC G3 proces- 
sor; a 10 GB IDE hard drive (configurable 
to 20 GB); a 400 Mbps FireWire port for 
connecting high-speed peripherals such as 
digital camcorders and hard disk drives; 
CD-ROM drive or DVD-ROM drive; an AV 
port providing audio and composite video 
output; and the ATI RAGE Mobility 128 con- 
troller with 8 MB of SDRAM for games and 
graphics on a 12.]-inch (diagonal) active- 
matrix TFT display. The iBook’s battery life 
is still rated for up to six hours, and comes 
with Apple’s AirPort wireless networking 
solution. All iBooks come with a 56K 
modem, USB port, 10/100BASE-T Ethernet, 
206K level-2 cache. The Special Edition 
iBook offers a 6X DVD-ROM drive and 466 
MHz PowerPC G3 Processor. The standard 
iBook is priced at $1499, and the Special 
Edition iBook starts at $1799. 


IBOOK: NOW A GAMING MACHINE? 
The iBook has never been a gamer’s Mac, 
and even with these new features, its small 
monitor will still not win over hard-core 
gamers. However, the faster ATI RAGE 
Mobility 128 is a huge improvement, as is 
the processor speed. Quake /// or Unreal 
Tournament (and other UT-based games) 
caliber games should run fine on these sys- 
tems now, assuming you have enough RAM 
available (they still only come standard 
with 64 MB, upgradable to 384 MB). The 
iBook also has a AV port that offers com- 
posite audio (stereo L/R and video) output 
to a projector or TV, so while a VGA port 
would provide better quality video output, 
it can at least be used for presentation pur- 
poses and mirroring on larger monitors or 
television screens. GW 
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MacSoft winners. 


n full page, full color ads in Macworld, 
MacAddict, MacHome and GameWeek 
magazines delivering sore than 3 
million impressions. They ll come 


looking for it. Don’t disappoint them. 


Macintosh © 


Just put up one of our nifty floor displays, shelf talkers or door clings in high traffic areas. 


Now, think about sales and profits. 


Macintosh | 


The MacSoft $10 Cash Rebate starts Oct. 1, 2000 and continues through Feb. 28, 2001. 
That’s tive te of totally cool profits 


Contact your — 
Sales Representative today! 
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PRODUCTS RANGE FROM 
EVERYONE to MATURE 


INFOGRAMES 
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RELEASE SCHEDULE 


Manut./Publisher 


4X4 Evolution Gathering 7/00 10/00 
Alien vs. Predator Fox Interact. TBA Q3 


Anachronox _—ilon Storm ~—S‘TBA Q4 
Black and White — Lionhead TBA Q4 
Cartoon Combat Creative Edge TBA Q3 
Combat Misson: BO Big Time Soft. TBA Q3 
C.0.L: InterLock  Deninet Soft. TBA Q4 
Ambrosia TBA Q3 
Blue Byte TBA Q4 
GI Interactive 8/00 11/00 
Past Tree, Inc. TBA (2 
Experience The Whole Exp. TBA Q4 
F/A-18 Hornet: Gold Graphic Sim. TBA Q2 
Grimoire Elysium Digital TBA ) 
Halo Bungie Soft. TBA Q4 
Heart of Darkness Infogrames TBA Q3 
Heretic || Logicware TBA Q3 


Pre-Book Date Release Date 


Deimos Rising 
Dragon's Lair 3D 
Driver 

Eternal War 


! 
| 
i 


Game Manuf./Publisher Pre-Book Date — Release Date 


102 Dalmatians Eidos g00. ‘11/00 
Aladdin OCEA _ 11/00 2/01 


Alone Dark4 Infogrames —_8/00 11/00 


Backyard Football Infogrames —_7/00 10/00 
Batman Racing Ubi Soft 8/00 11/00 
Blade Activision 8/00 11/00 
Blues Clues Mattel 7/00 10/00 
Breath of Fire lV Capcom 8/00 11/00 
Casper sound Source 8/00 11/00 
Champ. Mot. 2001 THQ 8/00 11/00 
Chicken Run Eidos 8/00 11/00 
Cool Boarders 2001 SCEA 7/00 10/00 
Crash Bash SCEA 8/00 11/00 
Darkstone Take 2 7/00 10/00 
Donald Duck Ubi Soft 8/00 11/00 
Dragon Tales Mattel 7/00 10/00 
Driver2 Infogrames 8/00 11/00 
Dukes of Hazzard || Southpeak 8/00 11/00 
Elmo in Grouchland New KidCo. 7/00 10/00 
ESPN Bass Fishing Konami 7/00 10/00 
Evil Dead THQ 8/00 11/00 
FIFA 201 EA 7/00 10/00 
Final Fantasy IX square 8/00 11/00 
Ford Racing Take 2 7/00 10/00 
Galaga Hasbro 7/00 10/00 
Goofy's Fun House Mattel 8/00 11/00 
Harvest Moon Natsume 7/00 10/00 
HBO Boxing Acclaim 8/00 11/00 
In Cold Blood Midway 8/00 11/00 
Incredible Crisis Titus 8/00 11/00 
Inspector Gadget Ubi Soft 8/00 11/00 
Jungle Book Ubi Soft 8/00 11/00 
Knockout Kings 2001EA 7/00 10/00 
Looney Tunes Racing Infogrames 8/00 11/00 
Lunar 2: E.B. Working Desi. 8/00 11/00 
Martian Gothic Take 2 8/00 11/00 


Links LS 2000 
Monopoly 2 


Manuf./Publisher 


MacSoft 


GT Interactive 


Oni 


Bungie 


Panty Raider 


Peregrine 


sim & Shust. 
Enigma Soft. 


Pre-Book Date 


nterstate '76 Logicware ‘TBA Q3 
11/00 


8/00 
TBA 


Release Date 


Q3 


TBA 


Q3 


TBA 
TBA 


Q3 
04 


Pool of Radiance 


Mindscape 


Riddle of the Sphinx DreamCatcher 8/00 11/00 
10/00 


Rune 


Screamin’ Demons 


Gathering 


Parsoft 


TBA 


Q4 


7/00 
TBA 


Shadowbane 


Wolfpack 


TBA 


(4 
Q3 


Silver 


Infogrames 


TBA 


Q3 


Star Trek: DS9 Fallen Sim & Schust. 7/00 


10/00 


Warcraft II 


Blizzard Ent. 


TBA 


04 


; 
| 


Game 


Med. of Honor: Und. | 
Megaman Leg.2 Capcom _—7/00 10/00 


Manuf./Publisher 


EA 


Pre-Book Date Release Date 


7/00 


10/00 


~MH.ProBMX Activision 8/00 11/00 
Mike Tyson Boxing Codemasters 7/00 10/00 
Moto Racer Wid Tour Infogrames 7/00 10/00 
Muppet Mon. Mach. Midway 8/00 11/00 
NASCAR Heat Hasbro 7/00 10/00 
NBA Live 2001 EA 7/00 10/00 
NBA Shootout 2001 SCEA 7/00 10/00 
R2R Round 2 Midway 8/00 11/00 
Rogue Spear Redstorm 8/00 11/00 
RPG Maker Agetec 7/00 10/00 
Rugrats in Paris ‘THQ 7/00 10/00 
Scooby Doo THQ 10/00 1/01 
sheep Empire 7/00 10/00 
opeeball 2100 Take 2 7/00 10/00 
The Grinch Konami 8/00 11/00 
Tiger Woods PGA EA 8/00 11/00 
Tomb Raider Chr. — Eidos 8/00 11/00 
Tonka Sp. Station — Hasbro //00 10/00 
Torneko Enix 8/00 11/00 
UFC Crave 7/00 10/00 
WCW Back. Assit. Electronic Arts 7/00 10/00 
WDL 3D0 6/00 9/00 
Wild Wild West southpeak = 7/00 10/00 
World Not Enough EA 8/00 11/00 
Worms Pinball Infogrames 7/00 10/00 
WWF Smackdown 2 THQ 8/00 11/00 
X-Men: Mutant Wars Activision 8/00 11/00 


sg 


4x4 Evolution Gathering /00.=—S«11/00” 


Manuf./Publisher 


Pre-Book Date Release Date 


Age of Sailll ‘Talon Soft = =10/00 ~—'1/01 


Airline Tycoon Interplay 7/00 10/00 
Alone in the Dark 4 Infogrames —_2/01 9/01 
America Data Becker 10/00 1/01 
Amer. McGee's Alice EA 7/00 ~—S—«*10/00 
Anachronox Eidos ole = San 
Arcanum Sierra 10/00 1/01 
Arcatera Ubi Soft 8/00 1/01 
B-17 Flying Fortress Hasbro _ 8/00 11/00 


Backstage Pass Sierra 7/00 10/00 
Batman Racing _Ubi Soft 12/00 3/01 


Black & White 


Electronic Ars 11/00 


2/01 


Blair Witch 2 Gathering 7/00 10/00 


Blair Witch 3 Gathering 8/00 11/00 


Breakout 
Call To Power 2 


Hasbro 
Activisionq 


Chessmaster 8000 Learning Co. 8/00 11/00 


Commanche 4 
Conquest: F.W. 


Nova Logic 
MS 


C&C: Red Alert 2 


Electronic Arts 


7/00 10/00 
8/00 11/00 
10/00 1/01 
8/00 11/00 
7/00 10/00 


C&C Renegade Westwood St. 8/00 11/00 
Delta Force Lan. War. Nova Logic 7/00 10/00 


Dragon's Lair 3D Blue Byte —~—TBA Q)4 
Duke Nukem Forever GT Interactive 10/00 1/01 
Dukes of Hazzard Southpeak = 7/00 10/00 
Dungeon Seige Microsoft 0/01 8/01 
Echelon Bethesda 7/00 10/00 
Empire Earth olerra TBA 2/2001 
Escape Monkey Is. LucasArts 8/00 11/00 
Evil Dead THQ 8/00 11/00 
Felony Pursuit THQ 12/00 3/01 
FIFA 2001 Electronic Arts 7/00 10/00 
Ford Racing Empire Int. 7/00 10/00 
Freedom: First Res. Redstorm 8/00 11/00 
Giants Interplay 7/00 10/00 
Half-Life: Counter. Sierra 9/00 12/00 
Half-Life: Plat. olerra 8/00 11/00 
Halo Bungie 10/00 1/01 
Heist Interplay 8/00 11/00 
Heroes: Chronicles 3D0 8/00 11/00 
Ha&D 2 Talon Soft 10/00 1/01 
Hired Teams: Trial Thought Guild TBA ()4 
Hitman: C.N. 47 Eidos 8/00 11/00 
Hostile Waters Interplay — 12/00 3/01 
IHRA Drag Racing Bethesda 7/00 10/00 
I'm Going In Eidos 8/00 11/00 
Insane Codemasters 8/00 11/00 
JetFighter IV TalonSoft 7/00 10/00 
Jumbo Jack olerra TBA Q4 
Kingdom Under Fire Gathering 8/00 11/00 
Leg. of Blademast.  Ripcord 10/00 1/01 
Leg. of M&M 300 8/00 11/00 
Links 2001 Microsoft 7/00 10/00 
Mafia Talon Soft 1/01. 4/01 
Max Payne Gathering 2/01 9/01 
Mech Commander 2 Microsoft 1/01 3/01 
MechWarrior 4 Microsoft 8/00 11/00 


Sponsored by: 


Manuf./Publisher 


Game 


Pre-Book Date Release Date 
Hasbro 7/00_——10/00 
Siete 2. ie aaa 


Monopoly Tycoon 
NASCAR Racing 4 


N.FS.: Motor City Electronic Arts 7/00 10/00 
No One Lives For. Fox Int.  fieve 11/00 
Odyssey __———_—Dreamcattcher 8/00 11/00 
Oni Bungie ~=—S 10/00 1/01 
PacMan Hasbro. = 7/00 ~———10/00 
Pod Racing 2 _ Ubi Soft 8/00 11/00 
PoR: Ruins of Myth Mindscape 9/00 12/00 
Quake lll Miss. Pk. Activision —_8/00——s«*11/00 
Rainbow Six Coll. Ed. Redstorm 8/00. -—=—11/00 
Real Myst Broderbund 8/00 11/00 
Red Faction THQ TBA Q1/01 
Relic Hunter Octagon TBA Q4 


Reno Air Racing Broderbund 8/00 11/00 
Resident Evil 3 Capcon _—8/00 11/00 
Riddle of the Sphinx Dreamcatcher 8/00 11/00 


Rogue Spear Plat. _ Redstorm 12/00 3/01 
Rune Gathering 7/00 10/00 
sacrifice Interplay 7/00 10/00 
second Genesis  EpicGames TBA Q3 
shadow Company 2 Ubi Soft TBA Q3 
Sheep Empire Int. = 7/00 10/00 
Silent Hunter 2 Mindscape 8/00 11/00 


okip Barber Racing Bethesda 11/00 2/01 


oquad Leader Microprose 7/00 10/00 
otars! Empire Int. 10/00 1/01 
startopia Eidos 8/00 11/00 
otar Trek DS9:Fallen Sim. & Schust. 7/00 10/00 


Star Trek Dominion Wars Sim. & Schust, 12/00 3/01 


otar Wars Obi-Wan LucasArts 11/00 2/01 
star Wars Online — LucasArts TBA TBA/O1 
Stupid Invaders Ubi Soft 10/00 1/01 
oummoner THQ 1/00 3/01 
suzuki 2000 Ubi Soft 8/00 11/00 
Tank Platoon Microprose 7/00 ~—_—10/00 
The Settlers IV Blue Byte TBA Q4 
Tomb Raider Chr. Eidos 8/00 11/00 
Tony Hawk 2 Activision 7/00 10/00 
Tribes 2 olerra 9/00 12/00 
TW &PGA 2001 Electronic Arts 8/00 11/00 
WWF With Authority THQ 7/00 10/00 
Warcraft Ill Blizzard 3/01 6/01 
Warriors of M&M  3D0 8/00 11/00 
Werewolf the Apoc. ASC Games 8/00 11/00 
X-Com Alliance Microprose 10/00 1/01 
YDKJ: Dementa —_ Berkeley 7/00 10/00 
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wicorconms PlayStation 2: On th 


. rage * With a selection of nearly 
or 30 software titles accompanying 
the debut of Sony’s PlayStation 2, 
Page 10 consumers are inundated with more 


choices than ever before during the 


SS. a" | launch of any one game console. 
_ Who do you think you'r re ta 


= = 
. . 


And that's a good thing. Sports, racing, 


role-playing, fighting, action, adventure... for the first time 


ever, theres literally something for everyone right from the 
get-go. And while most of the genre bases are covered, 


one thing Is absolutely certain: the best is yet to come. 


The year 2001 should see the PlayStation 2 really come into its own as a 
truly magnificent piece of gaming goodness. While the blazing visual splendor 
showcased in titles such as Tekken TAG, Silent Scope and Kessen is certainly noth- 
ing to sneeze at by any stretch, the expectations for “stuff that will blow state- 
of-the-art PCs away” have, at this point in time, been met with a touch of dis- 


appointment by those in the know. 


Since developers are just now beginning to come to grips with the PS2’s 
Above: potential as a graphics powerhouse, much of the software released next year 
Will The Bouncer be able to live up 


should do much to satisfy any remaining skeptics. One such piece of soft- 
to the hype that has been ; " = 


surrounding it for the past several ware—and probably the single-most important piece of PS2 software we'll see 
Ome so : eo. se ~ a 5 o . & : 
months? Square hopes so. during all of Ql—is Sony’s very own Gran Turismo 3. Originally slated to ship 


at launch, the next-gen sequel was pushed back to allow Polyphony Digital 
time to rework the game and mold it into greatness. So far, the decision looks 


to have paid off, because G73 looks better right now than it did just six 


neha 1 Ever wonder just a ; Z » .¥ iDie a: PS2-compatible 2 P i a = q suyer’s G >: From Unreal 
inside that o1 ominous black box marked “PS2?” a eed ee controllers memory cards, decorative stands, =. Tournament to Tekken TAG, nearly every 


4 > ; Here's your chance to find out fe “and even a snow board. A snowboard?!! ve | ER Ps2 launch title evaluated, and then some. 
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GAME CONSOLES 


Radical soyad 
enhancement for 
video gaine consoles 


Give gamers what they want... more BASS and 
SURROUND SOUND for superior game-play! 


Compatible with ANY video game console 
system 
‘Instantly adds more bass and surround 


sound to video games 
i Produces a radically fuller, richer sound 


Adds headphone capabilities to video game 
consoles 


§ Simple plug-and-play set up — no software 


ait to learn more? 
Call 760-730-0188 
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www.srslabs.com 
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by SRS (@) 
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PlayStation 2: On the Horizon 


months ago. We’re talking nearly photo- 
realistic real-time graphics here, and to 
see It running, even in its unfinished 
state, is nothing short of astonishing. By 
word of mouth alone, Sony should have 
no problem moving at least a half million 
copies of Gran Turismo 3 once it hits 
retail shelves. 

Another one to keep a close eye on 1s 
The Bouncer from Square. Although still 
several months away from. release 
(Square bumped the Japanese version to 
sometime early next year, meaning the 
game may not ship in North America 
until summer), early reports are that the 
game plays much like Tobal or Ergheiz, 
with bits and pieces from other games 
thrown in for good measure. One intrigu- 
ing aspect of the game Is its real-time cin- 
ematic action sequences. Speculation has 
it that at various points during the game, 
players will be prompted to make deci- 
sions to further their adventure, an 
element that could end up 


something like the QTEs in 


Sega’s Shenmue. The Bouncer 
will contain fully interac- 
tive environments 
that will give play- 
ers more free- 
dom to fight. 
Speaking of 
com bat, 
more than 
anything 
else, The 
Bouncer 

is about 
fight- 


Lil ¢s 


Samanosuke, 
the main character 
in Capcom's 
impressive DVD 

title, Onimusha: 
Warlords, stands 

at the ready. 
Onimusha /s 

just one of several 
must-have PS2 
titles in the works. 


www.gameweek.com 


Using the pressure sensitive analog eruhe 


tons on the Dual Shock 2 control pad, 
players will reportedly have more 
options for combat than in any previous 
game of its kind. During single-player 
Story mode, the player can select from 
nearly a dozen customizable characters. 
Life, power and defense meters are in 
place and need to be adjusted from time 
to time using points awarded throughout 
the quest. A separate versus mode and a 
multiplayer mode for up to four players 
is also in place and should make for some 
chaotic fun. The Bouncer’s high-resolu- 
tion graphics and dramatic, motion-pic- 
ture like approach is definitely some- 
thing to be excited about and we can’t 
wait for a hands-on test run of the 
game. Expect an in-depth preview in 
an upcoming issue of GameWEER, 
When it comes to adventure, 

one upcoming PlayStation 2 game 
that seems to speak the loudest 1s 
Sony’s Dark Cloud. Best described as 
Actraiser meets Zelda, Dark Cloud has 
all the markings of an instant clas- 
sic. The game stars a little gypsy 
boy determined to restore his 
homeland to its former glory. 
And of course, what good would 
a game like this be without the 
necessary battle between good 
versus evil? The demos we've 
seen are impressive, with 
incredibly lush, detailed 
landscapes, villages and 
character builds. Dark 

Cloud’s “Georama” system lets 
players literally build their own 
environments during the course of 
the adventure from an overhead 
perspective, then zoom in_ for 
Hillsides, 


bridges, volcanoes and more can be 


action. buildings, 


placed and then fully explored in 


3D during gameplay. The player 


Left and below: 

Dark Cloud 's world building 

and adventuring segments should 
provide players with 

a nice balance of activities 

and incentive to keep the quest alive. 


between Creation and 


can switch 


Adventure modes at any time during the 
game. We’re not certain just how it’s all 
going to gel, but the potential is there 
for a compelling adventure nonetheless. 
Dark Cloud is expected to ship on 


December 14 in Japan and sometime in 


January in the U.S. 


Of course, there are other killer apps 
set to push PS2 hardware sales next year. 
Capcom’s Onimusha: Warlords has really 
come together and should be ready for 
release sometime during the first quarter 
of next year. The game 1s a hybrid of 
sorts, taking the best elements from 
games like Resident Evil and Bushido Blade 
while adding an enormous amount of 
drama (see our latest preview this issue 
on page 20.) Konami's Metal Gear Solid 
2: Sons of Liberty is being touted 
throughout the industry as the best look- 
ing PS2 game so far and the one with the 
most potential as far as gameplay 1s con- 
cerned. Judging by the early game 
footage on hand at F3 and the Tokyo 
Game Show this year, Hideo Koyjima’s 
passion for gaming innovation is shining 
through like never before. When the 
game is released late next year, all eyes 
will definitely be on .Wetal Gear Solid 2. 
Square’s Final Fantasy X is widely antici- 
pated and the early reports are that it 
will be one of the first games to take 
advantage of Sony’s online gaming net- 
work (we'll have to wait for FF XT for 
Square’s full Play Online strategy to kick 
off.) With a huge quest and the best 
graphics for the series to date, Final 
Fantasy X is expected to ship during 
spring of 2001 in Japan and should make 
it to our shores by fall. PS2 
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Notable PS2 Titles 
Slated for Release 
During Q1, 2001 


4X4 Evolution ¢ Gathering of Developers 
All-Star Baseball 2001 ¢ Acclaim, Sports 
Bouncer, The ¢ Square 

ESPN MLS Game Night ¢ Konami 

Fur Fighters ¢ Acclaim 

Gauntlet: Dark Legacy * Midway 

Gran Turismo 3 ¢ SCEA 

NBA Hoopz ¢ Midway 

Onimusha: Warlords « Capcom 

Star Wars: Super Bombad Racing ¢ LucasArts 
Tiger Woods PGA Tour 2001 « Electronic Arts 
Ultimate Fighting Championship ¢ Crave 


Notable PS2 Titles 


Slated for Release 
Q2 - 04, 2001 


Dark Cloud « SCEA 

Dinosaur ¢ Ubi Soft 

Drakan ¢ SCEE 

Dropship « SCEE 

ESPN MLS Soccer 2001 * Konami 

ESPN National Hockey Night * Konami 
ESPN NBA 2Night * Konami 

ESPN NFL Prime Time * Konami 

Eternal Blade e Mattel 

Extermination ¢ SCEI 

Fi 2001 © SCEE 

Final Fantasy X ¢ Square 

Getaway, The ¢ SCEE 

Gundam e Bandai 

ICO * SCEA 

Jet lon GP ¢ Crave 

Knockout Kings 2001 « EA Sports 
Metal Gear Solid 2: Sons of Liberty * Konami 
Ninja Gaiden ¢ Tecmo 

Oddworld: Munch’s Oddysee « Infogrames 
Reiselied: Ephemeral Fantasia * Konami 
Spider-Man 2 « Activision 

Tony Hawk 3 « Activision 

WCW 2000 « Electronic Arts 

Wipeout Fusion « SCEE 

Wolverine ¢ Activision 


World Is Not Enough, The « Electronic Arts 
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by Bryan Intihar 


can see it now, thousands 
upon thousands of crazed 
gamers racing to their 
local game store to pur- 
chase what is to be the “fe 
hottest item of the year, the , 
Sony PlayStation 2. They 
get to the store, slap down 


$300 
another couple hundred dollars 


for the hardware and 
for some games, an extra controller 
and memory card. Then, each one 
gets home and begins to play the latest 
next-generation console to hit the mar- 
ket. However, do they ever think what is 
under that black casing? What makes the 
games look so good? Well, we are here to tell 
you what goes into creating the gaming 
machine called the PlayStation 2. 

As with any console, the core of the machine 
lies in its computer-processing unit, or more com- 
monly referred as the CPU. For the PS2, Sony 
Computer Entertainment Inc. teamed up with the 
‘loshiba Corporation to create the “Emotion Engine”. 
This 128-bit CPU is as Sony states, “a full 128-bit CPU- 
the first of its kind in the world-all integrated on a single 
chip LSI together with the state of the art 0.18 process 
technology.” The memory storage of the console registers 
at 32 MB and has a memory bus bandwidth of 3.2 GB per 
second. In addition, while the Emotion Engine has a 3D 
CG geometric transformation rate of 66 million polygons 
per second, its graphics synthesizer has a polygon-drawing 
rate of 75 million polygons per second. 

Until now, all consoles have had software stored either 
cartridge or CD-ROM formats. With the PS2, that all 
changes as it contains a disk drive that registers data for 
CD and DVD-ROMS. This enables developers to pack 
much more data and create larger games on the DVD 
discs, and allows consumers to play DVD movies on the 
PS2. The console has a 24 times speed CD-ROM and four 
times speed DVD-ROM. 


Another feature that 
many consumers have been 
waiting for is the option of backward 
compatibility. This would allow con- 
sumers to play their original PlayStation 

titles on the PS2. Sony has heard the consumer’s 
pleas and delivers this option with its new machine. The 
function of backward compatibility on the PS2 is made 
possible by a device called the I/O processor, which also 
has two megabytes of memory. Players do not have to do 
anything tricky with their old games; just simply pop the 
PS ttle into the PS2, put the power on and the game will 
automatically load. ‘he loading times of some of the orig- 
inal PS games is also increased due to the faster speed of 
the disk drive. 

Now, the PS2 launched in Japan back on March 4, and 
while at first glance the consoles may seem to be identical, 
the North American version has some differences. One 
major difference is the addition of an expansion bay. This 
resides on the backside of the console where gamers will 
eventually be able to add a hard drive and/or network card. 


SCEA has made no announcements of when these two 


The true power of this gaming machine 
lies underneath its black casing. 
PS2 Image courtesy Chipworks. 


components will become available, but many expect more 
information about both to be released during the first quar- 
ter of 2001. The other big difference between the Japanese 
and North American consoles is that the DVD-Video play- 
back is now built into the hardware. Japanese gamers had to 
have a special program loaded onto their memory cards. 

ven though many are considering this to be a “revo- 
lutionary” machine, some things have not changed from 
the original PlayStation. Like its predecessor, the PS2 fea- 
tures only two controller ports. Some may find this sur- 
prising due to the fact that the rest of the next-generation 
consoles—Dreamcast, Xbox and GameCube—all feature 
four controller ports. The PS2 controller is basically the 
same as the original Dual Shock, but now all the action 
and shoulder buttons are analog. 

There is no doubt that Sony will have one of the most 
successful days in retail history with the launch of the PS2. 
We didn’t need to write an article on that, however, we 
hope this one helps you understand what components 
make up the console and when consumers ask a question, 
you can give them some technical answer that makes you 


look like a PS2 guru. PS2 
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U.S. AND FOREIGN PATENTS PENDING. 


Time to Accessorize—PS2 Style! 


By Ben Rinaldi 


Okay, so the world's worst 

kept secret Is that PlayStation 2 
will become an instant best seller 
upon its release, as both hard- 
ware and software are expected 
to fly off shelves faster than a 
speeding bullet. But what's the 
deal with all those PS2 peripheral 
products that will accompany the 
launch? Are they worth purchas- 


ing? How reliable are they? 


Which ones should you stock? 


Let's take a look at 


some accessory products that 
consumers will be looking for to 


expand their next-gen gaming 


experience come launch day. 


Dual Shock 2 Controller 
From: Sony # Price: $34.99 

It doesn't get any better than 
this. First-party controllers, 
not to mention memory cards 
and other add-on products, are 
of exceptional quality and trusted by 

consumers to perform flawlessly. Sony's PS2 
Dual Shock is the best controller money can buy, 
period. 


Retro Shock 2 

From: Pelican @ Price: $24.95 
Pelican’s PS2 pad includes 
all the great features of Sony’s 
Dual Shock but at a more afford- 
able price. Gamers can look forward to fully analog 
buttons, vibration function plus tactile palm grips 
for added comfort. 


StormChaser 

From: InterAct ¢ Price: $29.99 : 
This ergonomically styled “2 & 
gamepad gives precision 
control with two analog contro! 
sticks, six analog fire buttons, and 

four analog shoulder triggers. Additionally, button 
pressure programming allows players to adjust the 
Sensitivity of each analog button. 


Dual Impact 2 

From: InterAct # Price: $24.99 

The Dual Impact 2 borrows 
features from the best-selling 
Dual Impact for PlayStation 
and comes with vibration feed- 
back technology, 4 analog fire but- 

tons, 2 analog sticks, 4 analog shoulder buttons, 
and an 8-way analog directional pad. 


Dual Force 2 

From: Mad Catz ¢ Price: $29.99 

Mad Catz is known for making 
quality controllers and the 
Dual Force 2 is no exception. 
Features include: full analog 
action buttons, rubber grips, vibra- 

tion feed back and steering wheel mode. 


Blue Thunder Racing Wheel 

From: InterAct ¢ Price: $69.99 

Gentlemen, start your engines! The Blue 
Thunder Racing Wheel features 
vibration feedback, pro- 
grammable fire buttons, 
auto-centering and a 

many other cool features 
to enhance all those driving 
games heading to PS2. 


Sportster (Not Shown) 

From: Pelican Price: $34.95 

The Sportster claims to have a “Traction Control 
system” which is a fancy way of saying it mini- 

mizes over steer and improves handling on tight 
curves. Also included are dual vibration motors 

and rubberized grip. 


V3 FX Racing Wheel 2 
From: InterAct ¢ Price: $49.99 
This basic wheel incorpo- 
rates features like vibration 
feedback technology, four ana- 
log fire buttons, analog gas and brake pedals, 
four analog shoulder buttons, 8-way analog 
directional pad, programmable steering sensitiv- 
ity, button relocation function, adjustable steer- 
ing column and mode switch, 


RX400 Wheel 

From: Saitek ¢ Price: $39.99 

This stylish looking wheel has 
six buttons, a D-pad, F-1 
style shifting levers and 
analog foot pedals. Saitek 
also designed it with 
clamp mounting and a 
detachable lap-grip for tabletop 
or floor play. 


Freestyler 
Skate/Snow Board 
From: Thrustmaster # Price: $69.99 
This innovative (and pricey) 
accessory |S dedicated to all 
those skateboard/snowboard 
game enthusiasts out there. Realistic shape 
provides an exciting, true-to-life gaming sensa- 
tion. Two programmable buttons on the board 
allow for greater gaming flexibility, while the 
specially designed hand controller comes 
equipped with classic digital controller buttons 
which enables easy navigation between menus 
and allows perfect stability during game play. 


DVD/TV 

Master Remote 

From: InterAct # Price: $19.99 
This DVD Master Remote 
allows total control of your 
TV or PS2’s DVD movie as 
playing capabilities. An infrared 

wireless sensor is included with every remote 
control, connecting directly into the PlayStation 
2 memory card port. It features 16 function 
keys and operates up to 23 feet away from the 
console. 


Memory Card (8MB) 
From: Sony # Price: $34.99 

The new PS2 memory card 
has a storage capacity of 
SMB of data and a data 
transfer rate up to 250 
times faster than the original 
PS memory card. 


Multi-Tap Adaptor 
From: Sony # Price; $34.99 
Sony's decision to go with only two controller 
ports for PS2 makes this Multi- Tap Adaptor an 
absolute necessity for those that like to com- 
pete with more than two friends 
at once. Plug in one multi- | 
tap for up to four-player 
game play or plug in two 
multi-taps to allow up to 
eight players to compete. 
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AS A MEMBER OF A RUTHLESS GANG OF SMUGGLERS, 
IT'S YOUR JOB TO EVADE THE U.S. BORDER PATROL, 
CIA, AND CUTTHROAT RIVALS TO DELIVER ILLEGAL 
| CARGO. IT'LL TAKE COMPLETE MASTERY OF YOUR 
OFF-ROAD VEHICLE TO MAKE IT ACROSS UNFORGIVING 
TERRAIN AND STAY ONE STEP AHEAD OF THE FORCES 
| OUT TO DESTROY YOU. 


Soa Bee See iy Str ee 
esas ee Rage SS eee gtitiic,. 
heat ed Bei zi ie 2 


| ae re | | Levels are over 5 square miles, each with 
‘i _ ~~~. | | a"drive anywhere" environment filled with 
. | | | other smugglers and law enforcement 
| Officials. 


a 


Choose from 35 different vehicles, each 
with unique modifications and strengths. 


Compete head-to-head or run "pick up 
and deliver" missions against Al opponents 
or in full multiplayer mode. 


| Maneuver your way through arid desert, 


ee a ae 


| icy tundra, or rocky mountain forest. 
" | Real Time Damage Models allow you to 
_ watch the parts fly as you pay the price for 
' | punishing collisions! 
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PS2 BUYERS GUIDE 


Picking the Games That Will Bring in the Profits 


ne of the best selling products for 


RATING SYSTEM 


game play and design. A “must have” product. the extent of an “A” title. 


PS 2 
Launch Prime 


PlayStation 2 


Manufacturer Sony Computer Entertainment 
Available October 26 

MSRP $299.95 

Contact Info 

www.playstation2.com 

650.655.8000 

Other System runs PlayStation 2 software, 
audio CDs, DVDs. Also runs most titles from the 
RATING original PlayStation software library. System 
comes bundled with Dual Shock 2 control pad, 
memory card, power cord, set of composite 

A/V cables, manual. 


With an initial ship- 
ment of 500,000 
units (versus the 
one million it had 
anticipated), Sony 


Rundown At this point, what can be said about 
sony’s newest entry that hasn’t been said before? If it 
were a grease-stained cardboard box with miniature 
Christmas tree lights sticking out of it, this thing would stil _ will not be able to 
sell based on brand recognition alone. And that’s good news _ meet consumer 
for you. _ demand at launch. 
In the months leading up to its North American launch, the One thing’s for cer- 
PlayStation 2 has been one of the most talked about videogame consoles ever, and there JERELUME DALE 
are plenty of reasons why. With its sleek, jet black shell and unconventional piercing blue fiat dey 
power light, this machine looks more like a piece of equipment stolen from the Los Alamos /BUEE TNT aay 
National Lab than the typical, run-of-the-mill gaming device. To further drive home the point (RE p@ea cet eat re 
that this is no mere toy, not only can the unit be positioned horizontally or vertically (using RSME Res a 
the optional stand), the PS2’s rocker-type power switch is located in the back, similar to what fAURUCL (SC @ 
you might find on a piece of hi-end stereo equipment. Simply put, this thing intimidates like fim Ours 
the dickens. | 
Of course, looks only go so far: it’s what's inside that counts. From the standpoint of 
pure processing power, the PS2 screams, capable of out-distancing—at least according to its technical specifica- 
tions—even the best Nintendo or Sega have to offer. Bear witness to a side-by-side comparison between Ridge Racer 
Yrunning on the PlayStation 2 and Sega GT running on the Dreamcast, and the answer to the question “Who's your 
daddy?" becomes quite obvious. Although the graphics generated by the PS2 are nowhere near the quality of the 
amazing tech demos Sony used to hype the system early on (I'd estimate we're about 5-10 years away from work- 
ing that real-time, “Toy Story-like” magic for gameplay), they're still the best ever generated by a game console. 
PlayStation 2 is poised to launch with 30+ game titles; the largest selection of software than has accompanied 
any other system at its debut. Regardless of the fact that many PS2 launch titles are graphically-enhanced versions 
of previous PlayStation efforts, between 3-5 game titles are expected to move with every piece of hardware sold. 
But games are just one part of Sony’s PS2 master plan. In addition to playing standard audio CDs, the machine 
also plays DVDs and, as demonstrated in Japan, the DVD market will undoubtedly grow in the U.S. with the system's 
launch, Play Madden NFL 2007 or watch The Matrix, all using one box. Consumers have never had it so good. 
PlayStation 2 will bring interactive entertainment to the masses like no other device that has come before it. The 
product's evolution will offer shopping and gaming through the Internet, amateur video editing capabilities and much 
more. This is just the tip of the iceberg. 


Hype & Marketing Sony's PS2 marketing assault will be unprecedented. Everything from print to radio to 
TV will be covered inside and out. Pre-orders taken by retailers have been maxed-out to the point that Sony can no 
longer guarantee units on launch day. 


Sales Pitch [rust me, you won't need one. 


Competition With Sony's PS One and Nintendo’s N64 consoles both at the sub-$100 mark, and with plenty 
of titles to choose from for either one of them, consumers are going to be more confused than ever before. And let's 
not forget the wildcard, Sega. After a one-year head start, a Dreamcast now carries a price tag half that of a PS2 
and offers a library of more than a hundred titles. It also arms users with the option of playing selected games 
online, such as NFL 2K7 and Quake Il Arena. As tempting as that sounds, it's expected that Sony's new black 
box—which can run both PlayStation and PlayStation 2 games, by the way—will roll in like a thunderstorm to domi- 
nate retail shelves through the holiday season. . .if it can meet consumer demand. 


Great product, but lacking in 


are GUEL. KING 
Game EEK A: that platform. Strong marketing and al some areas. Will sell well and 
Daal word of mouth complement excellent bring in the masses, but not to 


Good product that will sell average 
1 terms of sales, yet not worthy of 


ly in niche categories. 


Either unsupported in terms. of 


have benefited from further development. 


Dead or Alive 2: Hardcore 


No. of Players 1-4 
MSRP $49.95 
Contact Info 
www.tecmoinc.com 
310.944.5005 


Publisher Tecmo 
Developer Team Ninja 
Available October 26 
Genre Fighting 


Rundown {he videogaming community is jam-packed with ado- 
lescent consumers, so what better way to attract that crowd than by 
indulging in a little sex and violence? Just ask Tecmo. Dead or Alive 2: Hardcore 
is a Supercharged brawler lined with beautiful, scantily-clad girls and buckets of 


brutality. Hardcore improves upon the Dreamcast version by adding more moves, 


more costumes and more backdrops. The 3D, Virtua Fighter-style gameplay is 
fast and furious, primarily due to the intensity brought by its multi-tiered, break- 
away fighting environments. Tecmo cleaned up some of the “jaggies” from the 
import version in time for the North American release and it shows. This is tight. 


Hype & Marketing Print: spreads in most major gaming pubs through 
December. One-pager appeared in a recent issue of Maxim magazine. TV: spots 
will run on cable January through February. In-store: heavy saturation in 2,000 
retail locations via standees, posters, counter cards, stickers, videos and more. 


Sales Pitch ‘God, this game looks good.” 


Competition {he biggest threat to sales is Namco’s amazing Tekken TAG. 


Evergrace 
Publisher Agetec 
Developer From Software 
Available October 26 
Genre Action/RPG 

No. of Players 1 


MSRP $49.95 
Contact Info 
www.agetec.com 
408.736.0800 


Rundown Only a few action/RPG titles will be made available 

at launch, and that’s good news for Agetec, because otherwise, Evergrace 
wouldn't stand much of a chance. To its credit, the game is more than halfway 
decent in many respects. The player switches control between male and 
female characters who set out on an adventure to battle creatures, obtain 
weapons and items and solve some rather offbeat puzzles. It may not be the 
most visually detailed PS2 game out there, but Evergrace does showcase 

a nice-looking, well put-together atmosphere and contains enough solid 
gameplay elements to make it a worthwhile purchase for RPG fans. 


Hype & Marketing Print: two-page spreads are appearing in most 
December and January game pubs. 


Sales Pitch ‘This is a beautiful game and quite enjoyable.” 


Competition Orphen from Activision, Summoner from THQ and Eternal 
Ring, also from Agetec. 


Kessen 


Publisher Electronic Arts 
Developer Koei 
Available October 26 
Genre Strategy 


No. of Players 1 
MSRP $49.95 
Contact Info 
www.eagames.com 
650.628.1500 


Rundown Seventeenth century Japan. An epic battle the likes of 

which few have ever witnessed is about to erupt. It’s called Kessen. From its 
AAA-quality visuals to its tight gameplay, Koei has assembled a fantastic package 
here, particularly for fans of real-time strategy titles. The player commands hun- 
dreds of soldiers, taking them through all sorts of battle environments, in an effort 
to defeat ancient Japan's greatest threat. The player deploys troops on foot and 
on horseback using multiple commands and options and can watch the action as 
it develops in gorgeous, albeit violent, 3D. Kessen will be loved by the group of 
consumers it aims to please, but generally ignored by the masses. 


Hype & Marketing Print: two-page spreads are appearing in most 
December and January game pubs. 


Sales Pitch "| you're into strategic battle games, this is one hell of 
a thrill ride.” 


Competition No other war strategy titles will be available for the PS2 until 
early 2001. 


Never should have been consid- 
ir S of sales, marketing, severely lacking in ered, much less released. A thor- 
a “B.” Still a solid seller, particular- quality or both. This product would oughly unimpressive product that 


will sell only at a drastically reduced price. 


Tekken may ne 
king, but DOA2: 
Hardcore is still _ 
going to be a high- 
ly sought-after 
game title for the _ 
PS2. Consumers 
are really getting — 
their money's 
worth with this 
one. —Jim Loftus 


Although it’s by 
no means per- 
fect, Evergrace ' | 
acommendable — 
role-playing game . 
attempt for the | 
PS2by From 
Software ae | 
should do well - | 
the register. 

—Jim Loftus 


Even with top- 

notch production 
values and some | 
of the fiercest bat. 


almost exclusively ‘ 
to the die-hard 
strategy segment. 
—lJim Loftus 
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Rundown 

Hype & Marketing 
Sales Pitch 
Competition 
Bottom Line 


Midnight Club 


Publisher Rockstar 
Developer Angel Studios 
Available Now 

Genre Fighting 


No. of Players 1-2 
MSRP $49.95 
Contact Info 
www.rockstargames.com 
212,3534.6633 


Rundown Anyone looking for heaping helping of Driver on the 

PlayStation 2 will find the next best thing in Rockstar’s latest offer- 

ing. Midnight Club is best described as an amalgam, taking pieces and parts 
from such games as Jokyo Extreme Racer, Super Runabout and the aforemen- 
tioned Driver. The graphics, although not the best ever seen, definitely have a 
solid, next-gen look to them and provide more than a taste of what Sony's 
machine is capable of. Long load times is one price to pay for the eye candy, 
though. pe wise, Midnight Club doesn't really pull out anything revolu- 
tionary, but what it does do it does well. 


Midnight Club 
controls well, 
looks good and 
has some nice 
gameplay 
mechanics. PS2 
owners could do 
a lot worse than 
this. Not bad. Not 
bad at all. 
—Jim Loftus 


Hype & Marketing As of press time, none was made available. 


Sales Pitch ‘Wish you had Driver for PS2? This is close and it looks 
sweet.” 


Competition Stealing the thunder: Moto GP, Smuggler’s Run, Wild Wild 
Racing, and Ridge Racer V. 


Moto GP 


Publisher Namco 
Developer Namco 
Available October 26 
Genre Racing 

No. of Players 1-2 


MSRP $49.95 


Contact Info 
www.namco.com 
408.922.0712 


Rundown Namco puts its spin on the racing genre for the PS2 st 
launch with Moto GP. Players drive high-speed motorcycles on tracks scat- 
tered across the world. Its game modes include: Arcade, Season, Time Trial, 
Challenge and Vs. Challenge modes are places where players get to test their 
driving skills and unlock game secrets. Some may have a problem with the 
game's learning curve due to its emphasis on realistic braking and leaning into 
the turns, but the control does get easier over time. While the game's graphics 
are comparable to other PS2 launch titles, Moto GP shows its true colors with 
its replays. 


Moto GP is 

one of those 
games that 
people like more 
as they continue 
to play it, 

but don’t expect 
it to attract 

the gaming 
masses. 
—Bryan Intihar 


Hype & Marketing Moto GP's featured in print ads with Namco’s 
other two launch titles. There is also a section dedicated on the company web- 
Site to the game. 


Sales Pitch “Make a biker's dream come true on October 26 with Moto 
GP. They will be pleased.” 


Competition fidge Racer V, Smuggiler’s Run, Wild Wild Racing 


Street Fighter EX3 


No. of Players 1-4 
MSRP $49.95 


Contact Info 
www.capcom.com 
408.774.0500 


Publisher Capcom 
Developer Capcom 
Available Now 
Genre Fighting 


Rundown Capcom's PS2 entry has shipped early, but unfortu- 

nately the results are a mixed bag. Street Fighter EX3 packs a lot of features 
and plenty of tried and true gameplay, but it’s really hurting in the graphics 
department, especially when compared side-by-side with other PS2 brawlers 
set to line store shelves. Sure, the game has a colorful 3D look to it but it can't 
hold a candle to the incredible visual splendor that is Jekken TAG or DOA2. 
True, graphics aren’t everything, but they count more in a big way when 

a company is looking to increase the sex appeal of its brand new console. 
Regardless, EX3 does offer Street Fighter aficionados a chance to see their 
heroes in action on that new black box... 


Capcom usually 
knows how to get 
maximum results 
from a piece of 
hardware, but not 
this time. SF EX3 
isn’t bad, but most 
PS2 buyers will 
pass and go 
straight to Tekken. 
—Jim Loftus 


Hype & Marketing Print ads have appeared in most game publica- 
tions since summer and will continue to run through the holidays. 


Sales Pitch “Serious Street Fighter fans need only apply.” 


Competition \Namco's Tekken JAG Journament, Tecmo’s Dead or Alive 
2: Hardcore, and Midway’s Ready 2 Rumble: Round 2. 


What features does the product have to offer the consumer/end user? 


How will the product be supported prior to and during its life on the shelf? 
What do you say to consumers to pique their interest in the product? 
Are there similar products fighting for the consumer’s attention? 


In the end, it all boils down to one thing: will the product sell? 


MATURE 


overall Success in any way. 


Unreal Tournament 

Publisher |nfogrames Contact Info 
Developer Epic Games www.infogrames.com 
Available Oct 26 408.985.1700 
Genre First Person Shooter Other Supports Link 
No. of Players 1-4 Cable, USB Mouse and 
MSRP $49.99 heynoare 


Rundown (he developers at Epic have been working overtime to get 
Unreal Tournament ready for the PS2 launch. This is a faithful port of the PC 
version and features the same four modes of play: Deathmatch, Capture the 
Flag, Domination and Assault. U7 supports four player, split-screen frag fests, 
and while veteran consolers may not have trouble with the control, others will 
definitely want to hook up the USB mouse and keyboard for total command. The 
graphics are sharp and the game modes are unmatched in any title. 


Hype & Marketing U already has big name recognition yet 
Infogrames is taking no chances. TV: MTV, ESPN and various WB and UPN 
shows. Print: consumer mags such as WWF Magazine, Vibe and Stuff, and 
spreads will be put in EGM, Next Gen, OPM and more. POP’s include 6ft. 
standees, oversized boxes and counter cards. 


Sales Pitch "You thought playing Golden Eye with your friends was fun?” 
Competition /imeSplitters 


Wild Wild Racing 


Publisher |nterplay 
Developer Rage 
Available October 26 
Genre Racing 


No. of Players 1-2 
MSRP $49.95 


Contact Info 
www. interplay.com 
949.553.6655 


Rundown \nterplay joins the PS2 launch madness with the off- & 

road driving game Wild Wild Racing. What consumers will get with this title is 
racing action set in places around the world like India, Iceland and the good 
old United States. Players who seek to unlock more wacky cars should try their 
hand at the game’s Challenge Mode. Expect to drive on varying surfaces, hos- 
tile weather conditions and at different times of the day. The control is tight 


and can be picked up easily even by the novice gamer. One thing Wild Wild 
Racing lacks though is a killer soundtrack. 


Hype & Marketing As of press time, none was made available. 


Sales Pitch ‘Enjoy off-road action? Then pick up Wild Wild Racing with 
your PS2.” 


Competition Smuggier’s Run, Ridge Racer V. Moto GP 


Armored Core 2 


Publisher Agetec 
Developer From Software 
Available October 26 
Genre Action 

No. of Players 1-2 


MSRP $49.95 


Contact Info 

www. agetec.com 
408.736.0800 

Other Memory Card 
Recommended 
Rundown <Agetec and From Software bring consumers one of 
the first mech-style games for the PS2, with Armored Core 2. The power of 
the console really shows off the beauty and amount of detail put into each 
mech. Even better, with 14 areas of customization, players can spend hours 
making their fighting machine fit to their liking. In addition to the standard 
game missions, Armored Core 2 possesses a nice Two-Player Split Screen 
Mode for multiplayer action. The only thing AC2 has working against it is the 
lack of popularity for mech games by the mainstream. 


Hype & Marketing Print ads will appear in all major gaming publica- 
tions. AC2 \s featured on the cover of the November issue of GameFan, and 
retailers will receive oversized AC? boxes one month before launch. 


Sales Pitch “AC2 is perfect for console owners who always wanted to 
give a mech-title a try.” 


Competition Working Designs’ Gungriffon Blaze 


GameWEEK Reviews reflect the sales potential of a 
specific product. Each review is an evaluation of a 
product's potential performance at retail. They are 
designed to provide retail buyers and store man- 
agers with the most accurate, up to date informa- 
tion available regarding upcoming releases. 
GameWEEK Reviews do not attempt to evaluate 
products on their technical merits or gameplay the 
way an enthusiast magazine does, although these 
are factors in the overall grade. GameWEEK 
Reviews do not intend to help or hinder a product's 


UT delivers the 
goods and 

should finda 
decent niche in 
the launch day a 
madness. This is a 
the first hig PC a 
FPS port for the 
PS2, so sales __ 
should be brisk. 
—Pete Gallagher 


A strong title, 
but there are 
too many eae 
games for the 


PS2 at launch — 7 


for it to make — : 
any significant 
sales numbers. __ 
—Bryan Intihar 


With the 

strong press 
coverage and 
marketing 
campaign, 
AC2 could achieve 
some 

of the best 

sales for 

a mech-title. 
—Bryan Intihar 
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In the next chapter of the highly-acclaimed 1999 hit Medal of Honor, 
Manon's work in the French Resistance proved vital to your cause. 
Now, Manon's cause is your cause. Lead Manon from her beginnings in 
the Resistance through her recruitment by the OSS to thwart the 
German onslaught. Armed with an arsenal of new weapons, you must 
combat tanks, half-tracks, and Gestapo thugs across Europe and 
North Africa. The fight against tyranny is in your hands. 


for the PlauStation. 
game console 


TEEN 


aay 


Ag Ad yrevenaabagyney tant bans 


peaked 


] 


dea 


The year is 2037. Terrorists have taken over a secret military complex 
housing extremely sensitive material. X Squad, an elite covert 
operations force, is sent in to eliminate the threat. As the X Squad 
leader, you must take charge of the 4-person team to secure the base 
(and the classified information it contains), save the hostages, and 


overthrow the terrorists. 


FS ee SS IY IETS Se EPP PTY NOPE SH ae PaO MON UOT errr Se 


1 PlayStation.2 


@uoersAeid 


Scr ein ete tre tener ei 


for the PlaL/SIalOnec 


computer entertainment system 


© 2000 Electronic Arts Inc. Alll rights reserved. Electronic Arts, EA GAMES, the EA GAMES logo, X Squad and Medal of Honor Underground are trademarks or registered trademarks of Electronic Arts Inc. in the U.S. and/or other countries. EA GAMES™ is an Electronic Arts™ brand. Alll rights reserved. All other trademarks are the property of their respective owners. 
Licensed for play on the PlayStation 2 computer entertainment system with the NTSC U/C designation only. "PlayStation" and the "PS" Family logo are registered trademarks of Sony Computer Entertainment Inc. The ratings icon is a trademark of the Interactive Digital Software Association. Manufactured and printed in the U.S.A. 
THIS SOFTWARE IS COMPATIBLE WITH PLAYSTATION 2 CONSOLES WITH THE NTSC U/C DESIGNATION. U.S. AND FOREIGN PATENTS PENDING. 


Hype & Marketing 


EVERYONE 


Rundown 


Sales Pitch 
Competition 
Bottom Line 


What features does the product have to offer the consumer/end user? 
How will the product be supported prior to and during its life on the shelf? 
What do you say to consumers to pique their interest in the product? 

Are there similar products fighting for the consumer’s attention? 


In the end, it all boils down to one thing: will the product sel!? 


Ridge Racer V 


Publisher Namco 
Developer Namco 
Available Now 
Genre Racing 


No. of Players 1-2 
MSRP $49.95 
Contact Info 
www.namco.com 


CONTENT RATED BY | 
ESR 


PS2 LAUNCH SPECIAL - 


408.922.0712 


Rundown Namco’s premiere racing series never looked so good. 

Ridge Racer V packs eye-searing visuals and good old “if it ain’t broke, 

don't fix it” gameplay. As the scenery slips past at 60 frames per second, one 

can't help but laugh in remembrance of the original PlayStation game released 

five years ago. lronically, consumers will find that underneath Ridge Racer Vs 

visual splendor lurks one major disappointment: the gameplay hasn't changed. 

Yes, all the yummy PS2 graphical goodness in the world can’t hide the fact that 
this really is the same meal only this time, dressed up and served on a silver tray 

instead of slopped onto a paper plate. Thankfully, Namco's Ridge Racer games 

taste great to begin with.. PlayStation 2 owners will eat this up regardless. 


Hype & Marketing As of press time, none was made available. 


Sales Pitch “You can't leave the store without this game. It's absolutely 
beautiful and the ultimate racing game for new PS2 owners.” 


Competition Midnight Club, Moto GP, Smuggler’s Run, Wild Wild Racing. 


Ready 2 Rumble: Round 2 


Publisher Midway MSRP $49.95 
Developer Midway Contact Info 
Available October 26 www.midway.com 
Genre Sports Tia .36L2222 


No. of Players 1-2 Other Memory Card 
Recommended 


Rundown \idway follows up last year’s stellar boxing title with 

Ready 2 Rumble: Round 2 for the Sony PlayStation 2. There are four game 
modes: Arcade, Championship, Tournament and Team Battle. The 
Championship Mode has been beefed up to give R2R: Round 2 a bit more 


longevity. In addition, there are a slew of new boxers that include the likes of a 


Robotic Punching Bag, a Hippie and Cowboy. There are even some famous 
people too. However, don’t expect the graphics to be that much different from 
the Dreamcast version. 


Hype & Marketing As of press time, there was no marketing infor- 
mation available. 


Sales Pitch “A strong boxing title to have for the PS2 until Knockout 
Kings 2007 comes out in March.” 


Competition EA Sports’ Knockout Kings 2001 


Tekken Tag Tournament 


MSRP $49.95 
Contact Info 
www.namco.com 
B08 24.0531 
Other Memory Card 
Recommended 


Publisher Namco 
Developer Namco 
Available Now 
Genre Fighting: 
No. of Players 1-2 


Rundown One of the most popular fighting series finds its way 

to the PlayStation 2 in time for the hardware launch. The gameplay is slightly 
different with each player having a partner, hence, the name Tekken lag 
Tournament. Players can toggle back and forth between characters and set 


their opponents up for some devastating combos. The character lineup is mas- 


sive with over 20 fighters from past Tekken titles. Even though the environ- 
ments are not fully 3D, they are much more detailed than the arcade version 


of 777. The U.S. version will also feature some new game modes and a graph- 


ics engine upgrade to eliminate those “jaggies.” 
Hype & Marketing None was available as of press time. 


Sales Pitch ‘If you liked the past Tekken titles, this is really a no-brainer 
of a purchase.” 


Competition Capcom's Street Fighter EX3, Tecmo’s Dead or Alive 2: 
Hardcore. 


October 16, 2000 


Forget that this is, 


_for the most part, 


sede 
a must-have for 


PS2 owners. 
—Jim Loftus 


People who like 


_ the original will 


next March. 
—Bryan Intihar 


With the 
amount of fans 


‘titles ir in their PS2 
library. — : 
—Bryan Intihar 


GameWEEK Reviews reflect the sales potential of a 
specific product. Each review is an evaluation of a 
product's potential performance at retail. They are 
designed to provide retail buyers and store man- 
agers with the most accurate, up to date informa- 
tion available regarding upcoming releases. 
GameWEEK Reviews do not attempt to evaluate 
products on their technical merits or gameplay the 
way an enthusiast magazine does, although these 
are factors in the overall grade. GameWEEK 
Reviews do not intend to help or hinder a product's 
; overall Success In any way. 


Madden NFL 2001 


Publisher EA Sports 

Developer EA Sports 
Available October 26 
Genre Sports 


MSRP $49.95 
Contact Info 
www.easports.com 
650.628.1500 


Other Multi-Tap. Memory 
Card 


Rundown Madden NFL 2007 is by far EA Sports’ crown jewel 

of PS2 launch titles. The game has everything: sharp graphics, tight control, 
tons of options and a strong Al. Players will be able to use all of today’s NFL 
squads or go back in time and play as some of the all-time greats. Even the 
World League teams are included. The Create-A-Player option is one of the 
most detailed ever found in a sports game. Besides some of the player models 
seeming a bit “squatty” looking, it is hard to find anything else wrong with 
Madden NFL 2001. 


No. of Players 1-8 


Stock up 
on as many 
copies as" 
| possible...Madden_ 
NFL 2001 could | 
easily be the _ 
best-selling _ 
launch title — 
for the 
PlayStation 2. 
—Bryan Intihar 


Hype & Marketing EA Sports has already begun with TV commer- 
cials for the game. 


Sales Pitch ‘Simply put: The Madden series + PS2 = A Must Buy.” 


Competition Who knows? SCEA still has not released any details about 
GameDay 2007 for the PS2. 


SSX 


Publisher EA Sports 
Developer EA Sports 
Available October 26 
Genre Extreme Sports 
No. of Players 1-2 


Rundown Don't let all the press for Madden NFL 2001 fool 

you; EA Sports has another tremendous PS2 launch title. It's name? SSX This 
snowboarding game has unbelievable visuals, impressive level designs and 
tons of tricks. SSX’s career mode lets players unlock new characters, courses 
and boards. The game possesses eight courses as well as eight riders from all 
over the world. EA Sports has even added a two-player mode for some nice 
multiplayer action. This is just one of those games that looks great and plays 
even better. 


MSRP $49.95 
Contact Info 
www.eagames.com 
650.628.1500 


Overall, SSX 

Will satisfy = 
the majority of 
Hype & Marketing (here will be TV ads, print ads in consumer pub- 
lications, in-store POP and online advertising on popular game websites. 
Sales Pitch ‘Want to put back some flash into your snowboarding 
skills’? Then check out SSX.” 


Competition Konami's ESPN X Games-Snowboarding —Bryan Intihar 


Smuggler’s Run 


Publisher Rockstar Games 
Developer Ange! Studios 
Available Now 

Genre Driving/Action 


No. of Players 1-2 
MSRP $49.95 
Contact Info 
www.rockstargames.com 
212.334,06053 


Rundown {he goal in this PS2 launch title is to successfully 
pick up and drop off contraband while avoiding the border patrol and other 
smugglers. Smugglers Run features six different types of cars and eight 
teams. Besides the standard missions, there are other game modes such as 
challenging other smuggling groups to see who can deliver the most contra- 
band. The two-player mode should also increase the game's replay value. The 
environments are enormous and the control is very easy. The biggest thing 
going against Smuggler’s Run is the fact that is doesn’t have the name recog- 
nition like some other PS2 launch titles 


Smuggler’s Run i is 
| for those looking 
a 


Hype & Marketing Along with print ads in trade and consumer publi- a 
Cations, there is a Smuggler’s Run website. ae 


Sales Pitch ‘A different driving game that is good for the novice game 


player, and has enough options to keep the hardcore happy.” file launch ee 


-—Bryan Intihar 


Competition Wild Wild Racing, Moto GP, Mid’night Club: Street Racing, 
Ridge Racer V, Driving Emotion Type-S 
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Manuf./Publisher Pre-Book Date Release Date Manuf./Publisher Pre-Book Date Release Date 
4X4 Evolution G.0.D. 7/00 10/00 | Ready2Rumble 


18 Wheeler oega TBA TBA/O1 =| B. 2 Midwa 7/00 10/00 
Army MenS.H. Midway _8/00 11/00 | SambaDe Amigo Sega 7/00 10/00 
B. Pro Surfer Mattel 8/00 11/00 | Sega Marine Fishing Sega 7/00 10/00 


Dark Angel Metro 30._8/00 11/00 | Shenmue Chapter 1 Sega 8/00 14/11 
Daytona USA Online Sega TBA TBA/O1 | Silent Scope Konami 7/00 10/00 


ECW: Anarch.Rulz Acclaim 8/00 "1/00 | Skies of Arcadia Sega 2100 11/00 


ESPN NBA 2Night_ Konami 8/00_—11/00 | nk ve Capcom Capcom 8/00 ~—-17/00 


Evil Dead THQ 8/00 11/00 | 
Evil Twin Ubi Soft 3/00 11/00 sonic Adventure 2 Sega 3/01 6/01 


Gorkaorka__Rpcord 2/01 ___—syot_| Some Ste _Sega_8100_1i0 
Grandia 2 oega. 9/00 12/00 pawn: In the 


Half-Life Sega 6/00 11/99 | Demon's hand Capcom 7/00 10/00 
Heavy Metal FAKK 2 Gathering 7/00 10/00 | Spec Ops:Mout_ Ripcord _6/00___—T NUN 
Jet Grind Radio Sega 7/00 19/00 | Speed Devils2 Ubi soft 8/00 11/00 
KISS: Psycho Circus G.0.0  —7/00 10/00 | StarLancer Crave 8/00 11/00 
Leg. of Blademast. Ripcord 11/00 2/01 | Star Trek: 

Matt Hoff Pro BMX Activision 8/00 11/00 | New Worlds Interplay 7/00 10/00 
Max Steel Mattel 9/00 12/00 | Star Wars: JPB LucasArts 7/00 10/00 
Metropolis S.R. Sega 8/00 11/00 | Stunt GP Infogrames 8/00 11/00 
Monster Breeder Tommo 8/00 11/00 | Stupid Invaders Ubi Soft 9/00 12/00 
M.O.U.T. 2025 Ripcord 11/00 2/01 | Test Drive Le Mans Infogrames 8/00 11/00 
NBA 2K 1 sega 7/00 10/00 | The Grinch Konami _—_—8/00 11/00 
Outtrigger Sega TBA Q4 | Tony Hawk 2 Activision 8/00 11/00 
Phantasy Star Onlinesega 10/00 1/01 | Unreal Tournament Infogrames 8/00 11/00 
Pod 2 Ubi Soft 7/00 10/00 


Manuf./Publisher Pre-Book Date Release Date Manuf./Publisher Pre-Book Date Release Date 


Aladdin Ubi Soft 8/00 11/00 | Lemmings Rev. _Take 2 8/00 11/00 
Animorphs Ubi Soft 8/00 11/00 | Mary Kate & Ashley Acclaim 8/00 11/00 
Army Men 2 3D0 7/00 10/00 | MiaHamm Soccer Southpeak 7/00 10/00 
Austin Powers Take 2 6/00 9/00 | Micro MachinesV3 THQ 8/00 11/00 
Batman Racing Ubi Soft 8/00 11/00 | Mission Bravo Mattel 10/00 1/01 
Blues Clues Mattel 8/00 11/00 | Monster Rancer Ex. Tecmo 7/00 10/00 
Brunswick ProPool — Vatical 7/00 10/00 | MS Pinball Arcade Electro Source 7/00 10/00 
Bust A Move Mill. Acclaim 7/00 10/00 | MTV: Pure Ride THQ 8/00 11/00 
Carnivale Vatical 9/00 12/00 | NASCAR Heat Majesco 7/00 10/00 
Cruis'n Exotica Midway 8/00 11/00 | NASCAR Racers — Mjesco 7/00 10/00 
Cyber Tiger EA 7/00 10/00 | NBA Jam 2001 Acclaim 8/00 11/00 
Dave Mirra BMX Acclaim 7/00 10/00 | NBA Live 2000 THQ 10/00 1/01 
Dexter's Lab Bam 7/00 10/00 | Racin Ratz Mattel 8/00 11/00 
Donald Duck Ubi Soft 7/00 10/00 | Rambler Mattel 8/00 11/00 
Donkey Kong Nintendo 8/00 11/20 | Road Rash EA 8/00 11/00 
Doug: Quailman Infogrames —_7/00 10/00 | Robopon Atlus 8/00 11/00 
Dragon Tales Mattel 7/00 10/00 | Rugrats in Paris THQ 8/00 11/00 
Ed,Edd, & Eddy Bam 8/00 11/00 | Sabrina Havas 7/00 10/00 
F1 Champ. 99 Ubi Soft 7/00 10/00 | ScoobyDooCC — THQ 9/00 12/00 
Galaxian Majesco 7/00 10/00 | The Grinch Konami 8/00 11/00 
Gauntlet Legends Midway 8/00 «11/00 | TocaTourRaing _Southpeak _—8/00 11/00 
Godzilla 2 Crave 8/00 11/00 | TonyHawk2 ___ Activision 8/00 ~=——s*11/00 
Harley Davidson Infogrames _ 8/00 11/00 | UFC Crave 8/00 11/00 
Hercules Titus 11/00 2/01 | VIP Ubi Soft 12/00 3/01 
Hoyle Card Havas 7/00 10/00 | VR Powerboat Vatical 9/00 12/00 
Hoyle Casino Havas 7/00 10/00 | WODL 3D0 8/00 11/00 
J.W. Cue Ball Vatical 9/00 12/00 | WWFNoMercy — THQ 9/00 ~—-12/00 
Jungle Book Ubi Soft  —_—-8/00 11/00 | X-Men: Mutant Wars Activision 8/00 11/00 
LEGO Action Team LEGO Media 8/00 11/00 | Xena Titus 9/00 12/00 
LEGO Racers LEGO Media 8/00 11/00 | Zelda Tri-Force Nintendo TBA 04 
LEGO Stunt Rally LEGO Media 8/00 11/00 


— 


Manuf./Publisher Pre-Book Date Release Date Manuf./Publisher Pre-Book Date Release Date 


Armored Core 2 — Agetec 7/00 10/00 | NBA Live 2001 Electronic Arts 9/00 12/00 
Dark Cloud SCEA TBA TBA | NFL GameDay 2001 SCEA TBA TBA 
DOA 2: Hardcore —- Tecmo 7/00 10/00 | NHL 2001 Electronic Arts 7/00 10/00 
Driving Emot. Type-S Square EA —_—TBA TBA/O1 | Oddworld: Munch's Infogrames 12/00 3/01 
Dynasty Warriors —_ Koei 7/00 10/00 | Oni Rockstar 10/00 1/01 
EverGrace Agetec 8/00 11/00 | Onimusha Warlords Capcom 10/00 1/01 


ESPN NFL PrimeTimeKonami 8/00 11/00 | Orphen Activision 7/00 10/00 
ESPN T&F Konami 7/00 10/00 | R2R Round 2 Midway 7/00 10/00 
ESPN XG. Snowb. Konami 7/00 10/00 | Ridge Racer V Namco 7/00 10/00 
Eternal Ring Agetec 7/00 10/00 | Silent Scope Konami 7/00 10/00 
Fantavsion OCEA 7/00 10/00 | Smugglers Run Rockstar 7/00 10/00 
HFA 2001 Electronic Arts 8/00 11/00 | SSX Electronic Arts 7/00 10/00 
Gradius Ill & IV Konami 8/00 11/00 +} SWEp.|: Starfighter LucasArts 8/00 11/00 
Gran Turismo 2000 SCEA _ TBA TBA | Street Fighter EX3 Capcom 7/00 ~———«10/00 
Gungiffon Blaze Working Des. 7/00 10/00 | Summoner =——_—THQ 7/00 10/00 
Ico OCEA 10/00. ——-1/01_:~‘|_- Tekken Tag Tourn. Namco 7/00 10/00 
Kessen Electronic Arts 7/00 10/00 | TheBouncer — Squaredoft —_‘ 10/00 1/01 
Knockout Kings 2001 Electronic Arts 12/00 3/01 | Timedplitters Eidos 7/00 10/00 
Madden 2001 Electronic Arts 7/00 10/00 | Unreal Tournament Infogrames 7/00 10/00 
Midnight Club: SR Rockstar = =——7/00 10/00 | Wild Wild Racing Interplay 7/00. ———-10/00 
Moto GP Namco 7/00 10/00 | X Squad Electronic Arts 7/00 10/00 
NASCAR 2001 Electronic Arts 8/00 11/00 | ZOE. Konam| 12/00. 3/01 


Manuf./Publisher Pre-Book Date Release Date Manuf./Publisher Pre-Book Date Release Date 


40 Winks Infogrames 7/00 10/00 | Ms.PacManM.M. Namco  —-8/0011/00 
Aidyn Chronicles TH 10/00/01) Nightmare Cr.2 Activision TBA 03 
Air Boardin USA = ASC =—s«1'1/00 2/01 


Banjo Tooie Nintendo 8/00 11/20 
Batman Beyond — Ubi Soft 8/00 11/00 
Beast Wars 64 Bam 7/00 10/00 | Ready2RumbleB.2 Midway —8/00_—S1'1/00 
Blues Brothers 2000 Titus 8/00 11/00 | Resident Evil Zero Capcom TBA Q4 
Caesar's Palace 64 Crave 7/00 10/00 
Carnivale Vatical 8/00 11/00 
Conker’s B.FD. Nintendo 9/00 12/00 
Cruis'n Exotica Midway 7/00 10/00 
Dinosaur Planet Rare 10/00 1/o1 | Spider-Man Activision 8/00 11/00 
Donald Duck Ubi Soft 9/00 12/00 | Super Bowling Tommo 7/00 10/00 


Eternal Darkness Nintendo 11/00 2/01 | O07: WINE. Electronic Arts 7/00 10/17 


Hercules Titus 8/00 11/00 | | - 
die cea Mine oc te | ee 0 


L.1. Taz Express Infogrames —_ 7/00 10/00 | Wildwaters Ubi Soft TBA Q3 


Mario Artist Nintendo _TBA 04 |) Winnie the Pooh Mattel 7/00 10/00 
Mega Man 64 Capcom 11/00 1/01 


World Lg. Soccer  Southpeak — 7/00 10/00 
Mickey | 
Speedway USA Nintendo 8700 —_11/og | WWENoMercy _Inf eT 
Mia Hamm Soccer Southpeak 8/00 11/00 | X-Men: MutantAc. Activsion __//00 10/00 
Mini Racers Nintendo TBA Q3 | Zelda:Mo.M. Nintendo 7/00 10/26 


Paper Mario Story Nintendo 10/00 1/01 
Pikachu N64 System Nintendo _—8/00 11/00 


Rugrats in Paris THQ 8/00 11/00 
Scooby Doo CC THQ 8/00 11/00 


Seadoo Hydro. 2001 Vatical 10/00 1/01 


Posting/Contact Information: 


Manufacturers: If you have found that your company’s products are improperly listed, 
are not listed, or are in need of updating, please ask your sales or PR department to 
send all relevant information to CyberActive Media Group, Inc., GameWEEK, 64 
Danbury Road, Wilton, CT. 06897-4406 USA or fax your weekly updates to 
203.761.6184. Questions regarding this section may be directed to Bryan Intihar at 
203.761.6154, bryan@gameweek.com. Media: Permission to reprint GameWEEK 
Release Schedule in consumer-oriented enthusiast publications or mass media 
not dealing primarily in the interactive entertainment industry is granted pro- 
vided appropriate credit is given. 
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PlayStation. 


GILLHHIDS MASE 


or with a friend 


Master the techniques 
used by t os! 


The most beautiful pool 
halls in the world! 


9 modes of play, plus 3 
hidden pool games! 


The ratings icon is 
a trademark of the Interactive Digital Software Association. ©2000 Take 2 Interactive. All rights reserved. Take 2 aes 
Interactive Software and the Take 2 logo are trademarks of Take 2 interactive Software. a 
© 2000 ASK / Shogakukan / SHO-PRO e 
All other trademarks and logos are properties of their respective owners. aebeatngetins 
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“Wild Wild Racing is an off-road racer that does things 


mo other racing game has done before.” 


IGN.com 


««_ _-.Wild Wild Racing [is] the surprise gem of Sony's 
nmow-crowded iaunch lineup.” 


oe 2 : Available at launch 


Hed. Ail 

Rights Reserved. Interplay, the Interplaytogo and “By = Visit wwe srb.org 
Gamers. For Gamers.” Are trademarks of Intérplay 1 4-800-771-3772 
Entertainment Corp. All Rights Reserved. “PlayStation” : Or Call I- “J 


and the “PS” Family logo are registered trademarks of baieiwctieisis : r more info. [>| 5 [ [ 
Sony Computer Entertainment inc. = www.interplay.com a a | 8) Nn ® 


MARKET TRACKING REPORTS 


Information Based Upon NPD Data Recorded September 24-30, 2000 


Top 10 Video Game Accessories 


Ranked on Units Sold 


Top 10 PlayStation Titles 


Ranked on Units Sold 


LAST LAST 

WEEK’S AVERAGE WEEK’S AVERAGE 
RANK RANK  TITLE/ACCESSORY PUBLISHER RELEASE DATE —_RETAIL PRICE RANK RANK TITLE PUBLISHER RELEASE DATE —_ RETAIL PRICE 
_—— — ON TROL ADF isc ins ssnnesaneiseieas SEGA OF AMERICA .......... De GEE wihinecinmins $30 UY scape 1 ...... TONY HAWK’S PRO SKATER 2 ..ACTIVISION.........ccccccseeees Cl” Oe) wianeneieanin $44 
ae re MEM EXPANSION PACK/N64 ....NINTENDO OF AMERICA....NOV '98 wo... $30 Prams / MADDEN NFL 2001............00008. ELECTRONIC ARTS casvesane. JE eC) wee $40 
Lh tenion 3 ......VISUAL MEMORY UNIT/DC........ SEGA OF AMERICA .......... SEP oo) sseswoneuns $25 . 3 ......TONY HAWK’S PRO SKATER......ACTIVISION ....csccesescseecesees a! $26 
Be wastes 4 GAME SHARK/PSX usec INTERACT ACCESSORIES..JAN "96... $43 _—— 4 GRAN TURISMO 2 voces SONY COMPUTER ENT. ....DEC "99 ww. $27 
—— a MEMORY CARD VALUE PK/PSX INTERACT ACCESSORIES..DEC '95 vececcececes. $10 er —_— DAVE MIRRA BMX.......cccccccecseeeeee ACCLAIM ENTERTAINMENT ..SEP ’00.........c0ecs00e. $41 
—_— a ICE CONTROLLER/N64 ............ NINTENDO OF AMERICA....MAR '00 .........0006 $27 ancien: cue Sr Gro! smsseieoniarenriaienis TAKE 2 INTERACTIVE........ At 0) meiemiannane $9 
aimed S ava MEMORY CARD 2X/PSX .......... INTERACT ACCESSORIES..JUN '98...........0000 $15 OF eit wine ST PCA ew cians cag apiienaanais PC TTY ISON se cnciranietsaersiens sia BS UY sea csienann $41 
il? oe; eer RPU ADAPTOR / PSX seni sectsxmscnniesan INTERACT ACCESSORIES ..JUN '97......ccccccee $11 i esnneel © onisa URIs apcistianivimnesitencabasaniainnts GT INTERACTIVE uo... | ic! $23 
ae: ee PU ADAPTOR 2Y PSK: sn sissisaoaxs SONY COMPUTER ENT. ....MAY 97 voces $15 — 9 ...... WWF SMACKDOWN! wee ct DIR OD cot cescevinenn ss $40 
lO RFU ADAPTOR/N64 wees, INTERACT ACCESSORIES..SEP "96 00.0.0... $11 —— Oe tc le | | UAE ESF osaneranenassagren: Cr OD ssmsaminmae $41 


**Not in Top 10 Last Week 
Source: NPD TRSTS Video Games Service ¢ Kristin Barnett-Von Korff ¢ 516.625.2481 


Top 10 Portable Videogame Titles 


Ranked on Units Sold 


** Not in The Top 10 Last Week 
Source: NPD TRSTS Video Games Service ¢ Kristin Barnett-Von Korff ¢ 516.625.2481 


Top 10 Nintendo 64 Titles 


Ranked on Units Sold 


LAST LAST 

WEEK’S AVERAGE WEEK’S AVERAGE 
RANK RANK  TITLE/PLATFORM PUBLISHER RELEASE DATE RETAIL PRICE RANK RANK TITLE PUBLISHER RELEASE DATE —_ RETAIL PRICE 
a : ee POKEMON RED/GBOY .............. NINTENDO OF AMERICA ..SEP '98 wo... $25 Shania a MADDEN NFL 2001....... cee ELECTRONIC ARTS .......... SEP Ue) secrsdssanine $50 
Ss iasis _— glccia( (aa HASBRO INTERACTIVE......DEC '98 wo. $19 Dhstaazes Peaues SW EPISODE 4: RACER ones LUGAST ey EDIT. wistesensenessies CL nr $10 
I sistas wep SUPER MARIO BROS. DLX/GBC ..NINTENDO OF AMERICA......MAY 99. v..cccsccsseees $28 ee ines MARIUPARIO 2 auavswesnorenessers. NINTENDO OF AMERICA....JAN 'O0......ccccee $50 
 — | — POKEMON YELLOW/GBOV........ NINTENDO OF AMERICA....OCT "99 ou... $25 Bicwcial 4 wc LONY AWA PRO SKATER. «+, ACTIVISION, wn:ssnenianione sence BAA OU staasieas tome. $50 
a 5 ......POKEMON PINBALL/GBC.......... NINTENDO OF AMERICA....JUN '99..... eee $30 Oe canned tas POKEMON PUZZLE LEAGUE ......NINTENDO OF AMERICA....SEP '00 ..ccecccccsee. $51 
— _— POKEMON BLUE/GBOY ............ NINTENDO OF AMERICA....SEP "98 wc $25 Daianial a pee NINTENDO OF AMERICA....MAY "00 wo. $57 
Ceca amare DISNEY’S TARZAN/GBC............ PUT INISION anesiocnssiionsnssisssis ee $19 : ae _— MARIO TENNIS wo..eceeeeeeeeeees NINTENDO OF AMERICA....SEP '00 uc. $54 
OF sell spi Use. ee GT INTERACTIVE uu... VF) lal) ae $20 —_— Pavan RPLABLIT ZS, AUT, acs soc suns esate ss Ce IE UO ssexdastman tin $50 
PE are ciig — DRAGON WARRIOR MONSTR/GBC ..EIDOS INTERACTIVE ...........0.. JOUs 300) ecanmanncperenessi $20 Desens — POKEMON STADIUM .......eceeee. NINTENDO OF AMERICA....MAR ’00 .........0060. $60 
—_— 10 ....POKEMON TRAD. CARD/GBC....NINTENDO OF AMERICA....APR '00. ...csccecesee. $25 S cxertves 10 SUPER MARIS 64. cccussivenavcisness NINTENDO OF AMERICA....SEP "96 wow, $42 


**Not In Top 10 Last Week 
Source: NPD TRSTS Video Games Service ¢ Kristin Barnett-Von Korff ¢ 516.625.2481 


Top 10 Mac Titles 


Ranked on Units Sold 


** Not in The Top 10 Last Week 
Source: NPD TRSTS Video Games Service ¢ Kristin Barnett-Von Korff ¢ 516.625.2481 


Top 10 Dreamcast Titles 


Ranked on Units Sold 


LAST LAST 
WEEK'S AVERAGE WEEK'S AVERAGE 
RANK RANK TITLE/PLATFORM PUBLISHER RELEASE DATE RETAIL PRICE RANK RANK TITLE PUBLISHER RELEASE DATE RETAIL PRICE 
1 eee si. THE SIMS/(CD MAC) .ccccscccosseee: ASPYR MEDIA. ccccccccssccssse JUN 'OOvcecsccscsceeee $49 1 ooceceed ccNFL QL ecccccccsecsseecssessseeesseen SEGA OF AMERICA .......0. SEP "00 vecsecsseee $50 
2 vevssse2 sss SCRABBLE DLX/(MAC 3.5) ......HASBRO INTERACTIVE......APR°95 ccccccccsssse $30 2 veeseee2 sss ULTIMATE FIGHTNG CHAMP.......CRAVE ENTERTAINMENT ..SEP "00. ocecsssessese $51 
3 vesseee3 vssee-DIABLO 2/(CD MAC) vecscccsssccson BLIZZARD .....sscsssssecseseeeee JUL "00 veceeseesseee $56 ** 1.3 .....TOKYO XTREME RACER 2 ........ CRAVE ENTERTAINMENT ..SEP '00. v.cccsscecoss $50 
i — oe eC!) ASPYR MED Avxctssnresecnasane 0 i) | i $41 . 4 ......SONIC ADVENTURE occ SEGA OF AMERICA .......... 1a $22 
10 v...005 sc.-DEER HUNTER/(MAC) vecccccsseee. WIZARDWORKS.........ces00e OCT 98 ove $20 oe |: ky SEGA OF AMERICA ......... SEP "99 cece $22 
7 ves ...4, TRAITORS GATE/(CD MAC)........DREAMCATCHER INT. ......MAY "00 ccecessessese $20 6 vecee6 vscesVIRTUA TENNIS ..cccccsecessecceseceee SEGA OF AMERICA ......... JUL '00 voeeeeeesseeee $42 
Q vescseeT sess AGE OF EMPIRES/(CD MAC) ....MACSOFT voccsccccsscccsssecsese JUN "99. ceseeesseeees $20 7 veccsseeT sesseeSYDNEY 2000 vecccccsscecssseeseseee EIDOS INTERACTIVE .....eSEP 000 vececcssecose $39 
6 essssees8 ssssee RAILROAD TYCOON 2/(CD MAC)......GATHERING OF DEVELOPERS APR '99 ..ccccccccsscccece $10 8 ieeceeB ceeSEGA GToccccccssecesssecssssesssseeen SEGA OF AMERICA ......... SEP "00 vveccceccsave $41 
** 0.9 v2... THEME PARK/(CD MAC) .coscccsove ELECTRONIC ARTS ........ APR '95 ics $10 ** 9 sPOWER STONE 2..ccccccccccsssecsane CAPCOM USA ..scsceccsseeeee AUG '00 veces. $46 
—_— 10 ....BALDUR’S GATE/(CD MAC) ...... GRAPHIC SIMULATION......NOV '99 Looe. $49 ae Te ic a ae SEGA OF AMERICA .......... (te 2 $24 


**Not In Top 10 Last Week 
Source: NPD TRSTS Video Games Service ¢ Kristin Barnett-Von Korff ¢ 516.625.2481 


**Not In Top 10 Last Week 
Source: NPD TRSTS Video Games Service ¢ Kristin Barnett-Von Korff ¢ 516.625.2481 
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THe SCREEN Spor is Dean. 


LoncG Live STREAMING SAMPLES. 


Give gamers a real preview of your game instead of just a screen shot. FirstLook.com is the pla 


ce millions of gamers go to get 
streaming samples of new games. And you can guarantee that your game will be on the top of our games chart where it will be seen ] St 
and previewed. When gamers click on your game, FirstLook.com sends them directly to your Web site, driving traffic and creating 


instant sales opportunities. You can also use FirstLook.com to leverage pre-orders. This makes FirstLook.com not only an effective loo kK 
but an essential marketing tool. To find out more call 1-877-687-4266 or email us at adsales@firstlook.com. # 


oe 
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MARKET TRACKING REPORTS 
hi.1.1iNPD VATICAL 


THE NPO GROUP, INC. 
ee li xaseel TT HOM PILI ENiy Peas ceokecd mai titancsnsnsecssans EES LUIS senncenacionscvin anion ee $20 


; Top 25 Vid me Titles 

Top 30 Interactive Software Titles op 25 Videoga “ccd on nec som 
LAST LAST 

WEEK’S AVERAGE WEEK’S AVERAGE 
RANK RANK TITLE/PLATFORM PUBLISHER RELEASE DATE RETAIL PRICE RANK RANK TITLE/PLATFORM PUBLISHER RELEASE DATE =~ RETAIL PRICE 
_— — TONY HAWK'S PRO SKATER 2/PSX wtssscssssssesssssssen ACTIVISION cecccscsssesssesseesressessses SEP "OO einscacnevenwaasnsoasnene $d1 Ut ss desssesisns licen TONY HAWKS PRO SKATER 2/PSX....ssssseessssen ANC | $41 
OD ine ana | ee ELECTRONIC ARTS vscccsecssseressee AUG OQ ssecesssrecsssvesseresssvesen $40 ) an MADDEN NFL 2001./PSX.ssessssssscseccessssseen cA) — ee  —— $40 
a —_—— TONY HAWK'S PRO SKATER/PSX .sssssssssssssssssssssen ACTIVISION ccecccccscssseccseccssecssson a $26 a TONY HAWK'S PRO SKATER/PSX ..sssssssssssssssee 6: || ae i $96 
, ke SEGA OF AMERICA vocceccsccscssescen SEP "00s escareetorsn oiosansesn'esierean $50 Wo cmscestatl Manteca IU sit) 2 pectentseancety samen siastnen SEGA OF AMERICA vsscscssesssrsessssesssveee 2) $50 
a —_— THE SIMS: LIVIN LARGE/(CD W95/98) veces ‘| a SS re $28 a ae GRAN TURISMO 2/PSX vcsssccssseessssssesesssesssn SONY COMPUTER ENT, ccsccsccscsscessesseane DEC 99 ooscesccscessessreestessen al 
B wwiwemoues — RE ERAT LURES) PN. cx xen essence SONY COMPUTER ENT. .ccccesceneees it ee: $27 Wy eantiats Mantes DAVE MIRRA BMX/PSX vvu.sssccssssesssecssseesseeen ACCLAIM ENTERTAINMENT ccescccesescecss a $41 
oe —_— BALDUR'S GATE 2: SHADOW AMN/(CD W95/98)....INTERPLAY PRODUCTIONS ........ Sf $47 ee Sc) TAKE 2 INTERACTIVE vccsccssecsccsresseseses APR 'O0 ccccsccsreesessrecsressessven $9 
D eigeoumes — DAVE MIRRA BMX/PSX.cccsssssssssssssusssssssosesssvessssse ACCLAIM ENTERTAINMENT ......., SEP (10) usnisworeceuresoeeneve $44 a. ae Sig qi) —_————————— i $41 
Deena  —— Ae |) ee TAKE 2 INTERACTIVE cocsccscscecson APR 'O0) vccccssscssssseecssecssssesesees $9 _—— se ce 4! er Me $73 
i — i— THE SIMS/(CD W95/W98) vvvcssssetssssssessssvesessssen ‘| | re kr $44 re 10 ..sssseWWE SMACKDOWNI/PSX vcsssssssscsssessssssssseen |, MAR "00 ssssvecsssssssssesssssssen $40 
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GameWEEK interview 


Voyetra Turtle Beach’s 


Seth Dotterer 


laking computer gaming audio to the next level 


By Marc Dultz 


t’s been a long time since gamers heard 

those annoying little bleeps and buzzes 

that typified the aural characteristics of 
first-generation PCs. In just the last few 
years, audio companies have made great 
strides to improve the sound quality of the 
desktop computer, in much the same man- 
ner video technology firms have changed 
the way we view graphic displays. As a 
result, that drab little box sitting off to one 
corner is not only more enjoyable to the 
eye, but also more pleasurable to the ears, 
in many instances called upon to double as 
the home stereo system. 

GameWEEK spoke with Seth Dotterer, 
Director of Marketing for Voyetra Turtle 
Beach, Inc. Now in his sixth year of employ 
at this audio technology conglomerate, Seth 
is responsible for all worldwide promo- 
tions, which includes advertising, public 
relations, and direct marketing efforts, as 
well as the merchandising of both the 
Turtle Beach hardware and Voyetra soft- 
ware lines. As such, Seth is uniquely quali- 
fied to discuss some of the Company’s lat- 
est offerings and shed light on where this 
versatile behemoth is headed in the digital 
audio age. 


GameWEEK: Recently, at the 
Microsoft Windows Hardware 
Engineering Conference, Turtle Beach 
unveiled the AudioTron, which is being 
billed as the world’s first home-net- 
worked audio appliance. Why do you 
believe audiophiles and computer 


The AudioTron: The future of home 
network audio? 


gaming enthusiasts will be interested 
in this mass-market device? 

Seth Dotterer: Well, | think it’s pretty 
clear that the PC has some serious limita- 
tions as a media playback medium. When 
was the last time you saw someone sitting 
in front of their PC watching a DVD movie, 
or relaxing by listening to music in front of 
their gaming rig, when they could have been 
enjoying the experience on a couch in the 
family room? 

Despite its many drawbacks, the PC has a 
much greater potential for customizing the 
type of music one might want to hear. With 
that in mind, the AudioTron was designed to 
capture the best elements of both the 
audio and computer entertainment worlds. 
The user interacts with the AudioTron like a 
stereo component, although s/he’ll soon 
find that it offers the flexibility and stream- 
ing capabilities of a high-end PC. So, 
whether an AudioTron owner is listening to 
MP3 or WMA formatted songs stored on 
their hard drive, or accessing sports or talk 
radio via live Internet streams, they'll be 
able to have instant access to their favorite 
type of audio entertainment right from 
their PC. 

We're also seeing huge growth in digital 
files as amainstream music storage format, 
with distribution increasingly exponentially 
over the next few years. In many cases, we 
see the AudioTron replacing home CD play- 
ers as the main music playback device. 


GW: When will the unit become avail- 
able and what is its suggested retail 
price? 

SD: The unit should begin shipping in 
Septem—in plenty of time for the holiday 
buying season—and is being priced 
between $299-399. 
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GW: Why do you believe your Teach 
Me Piano and Teach Me Guitar musi- 
cal software programs are better than 
comparable programs on the market 
today? 

SD: We believe it all comes down to the 
people who made them. When we began 
development on the Zeach Me Piano soft- 
ware, we made the decision to hire a full- 
time college piano instructor to serve as 
the program’s producer. Having someone 
who is intimately aware of the instruction 
process means that the end user has a bet- 
ter chance of truly benefiting from the pro- 
gram. Moreover, things like digitized video 
segments, which show how a player’s hands 
should be positioned on the piano key- 
board, are just not available in many of our 
competitor’s products. 

At the same time, I think that Voyetra 
Turtle Beach’s primary focus—music and 
audio—plays a critical role in product qual- 
ity. Since our company’s roots and day-to- 
day existence are centered in the music 
world, we feel that we produce a better end 

product than manufacturers with wide- 

ranging interests. 


GW: Would you mind discussing 
some of the salient features found in 
your line of eJay products? 


Two of Turtle Beach’s 
musical learning titles: 
Teach Me Piano (left) 
and Teach Me Guitar 
(below). The company 
plans on focusing on 
the quality of the 
products. 
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SD: To begin with, eJay is an awful lot of 
fun. There are loads of people out there 
who want to create music, but don’t know 
how or where to start. Frankly, many can’t 
afford to spend the time or money it takes 
to learn how to play 10 or more different 
instruments just so they can create their 
own songs. We feel that we’ve addressed 
these problems with the eJay system. All 
of the eJay products have pre-recorded 
samples of drum tracks, guitars, and bass 
loops, as well as a diverse array of vocals 
and sound effects. The user simply drags 
the pre-recorded samples into their cus- 
tom-designed song and off they go! The 
best part is that all the samples work 
together in unison to create the best pos- 
sible musical experience. 

We've seen a number of different uses 
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he secret to successfully selling entertainment software 

is getting the right titles to the right stores on the right 

day. That’s what we do. At Ditan, direct-to-store 
distribution is our business. We know the most efficient way 
to deliver your entertainment software titles to any store 
anywhere in the country. On time. In fact, since 1994 we've 
been doing exactly that for the home entertainment software 
industry’s leading publishers and retailers. 

At the heart of our services is the Ditan Electronic Commerce 
System (DECS), our electronic link to software publishers and 
retailers. It’s a customer service software module that handles 
inventory management, order tracking and tracing, and 
billing. DECS ties our distribution centers to your sales and 


administration departments, and to your customers. 
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But there’s more. Ditan offers a full roster of services that 
makes us an ideal partner tor all your software operations. 
At our assembly and light manufacturing center we provide 
same-day retail package assembly, retail labelling, point-of- 
purchase display assembly, product refurbishing and product 
redistribution. Returns are processed at the Ditan Returns 
Processing Center, which also handles certified product 
destruction. And our strategically located distribution centers 
provide warehousing, fully automated order processing, 
fulfillment, invoicing, EDI and shipping. 

So avoid dead ends. Call Ditan today to find out why the 
top names in entertainment software publishing and retailing 


all use our services. 


We showed them the way. Now let us show you. 


DITAN DISTRIBUTION 
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Continued from Page 34 


GW Interview: Seth Dotterer 


for our eJay products. The primary use, of 
course, is for entertainment purposes, 
created by users from and for all types of 
socio-economic backgrounds. It’s also 
been used to develop hipper business- 
related presentations. And because all 
eJay compositions are royalty-free, it’s 
even been used to back tracks on some of 
the more complex musical works. 

The Bottom line? Anyone can create 
great sounding techno, hip hop, or dance 
music easily and effectively with the eJay 
program. 


GW: Do you plan on extending the 
line into other categories? 

SD: An updated version of the Hip Hop 
title is due out in early fall, and we've cre- 
ated a Mega Kit with additional samples as 
an add-on SKU. We’re constantly taking a 
look at other sectors to see where the 
market would support them. 


GW: What are the differences between 
your Montego | and Montego II sound 
cards? 

SD: In a nutshell, quality and processing 
power. The Montego II has a better signal- 
to-noise ratio, which provides for a much 
cleaner sound. The Montego II can also 
perform more 3D audio 
calculations than its pre- 
decessor. This relieves 
the CPU from having to 
process multiple audio 
streams, freeing it up to 
do other tasks includ- 
ing better video pro- 
cessing. 


GW: What are 
some of _ the 
products — cur- 
rently in develop- 
ment at Voyetra 
Turtle Beach? 

SD: Aside from the 
AudioTron, we’re currently 

working on two new products 

that have been publicly disclosed. One 
is the Turtle Beach Santa Cruz, an 
advanced, DSP-based audio accelerator 
card designed for gaming, music, and 
business use. That should ship later this 
summer. The other is the AudioStation 
4.(), an application that provides record- 
ing, playback, and management of com- 
mon digital audio file types such as MP3, 
WMA, WAV, MIDI, etc. 


The eJay 
product line 
is targeted at 
musical 
novices. 


GW: How will your DSP-based Santa 
Cruz audio accelerator card enhance 
the gaming experience? 

SD: The Santa Cruz card offers true six- 
speaker output, which makes it the only 
card we know of that will have this feature. 
Imagine experiencing the same sound ina 
game that you would get while listening to 
a movie through a Dolby Digital-ready 
home theater. We believe the Santa Cruz is 
going to change the way the gaming com- 
munity thinks about in-game audio. 
Essentially, audio moves from being a sec- 
ondary element in the game to one that 
provides the player with a strategic advan- 
tage through better awareness of his or 
her surroundings. 

Beyond that, the Santa Cruz offloads even 
more audio processing from the CPU than 
previous audio cards. Game designers will 
therefore be able to incorporate more 
robust 3D  streams—whether it be 
DirectSound 3D, EAX, or A3D—into a game 
without worrying about performance degra- 
dation, particularly when it comes to video. 


GW: !| understand that you recently 
struck up a cross-distribution alliance 
with VideoLogic. How will this strategic 


partnership increase your share of the 


PC audio market? 

SD: VideoLogic and Turtle Beach 

are very similar companies because 
they're very passionate about 

audio. They're both driven by 

a quality-first mission, 


which makes them 
leaders in their 
respective fields. 


Additionally, both 
companies have a 
loyal group of cus- 
tomers behind 

them as well as a 

growing base of users 
that are just discover- 

ing the companies’ prod- 
ucts. This expands our col- 
lective reach and makes us much 
stronger in the marketplace. 

Under terms of the agreement, 
VideoLogic will distribute Turtle Beach 
hardware in Europe and Australia, and we'll 
distribute a series of VideoLogic speaker 
lines in North America. This enables both 
companies to leverage their strengths in 
the distribution channels, selling into and 
through to channels where each company 
has become a dominant player. 
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The primary use of the 
eJay line for pure enter- 
tainment value that any- 
one can create and have 
fun with. All of the eJay 
products contain pre- 
recorded samples in 
which users can produce 
musical tracks. 
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At the same time, 
this alliance provides potential overseas 
customers with access to popular Turtle 
Beach products that to date may have been 
hard to find and purchase at a local level. 


GW: From a marketing standpoint, 
wouldn't it make sense to forge a rela- 
tionship with one of the major real- 
time voice communication companies 
such as HearMe or Shadow Factor? 
SD: During the past year we've formed 
relationships with speech recognition com- 
panies such as Lernout & Hauspie because 
we believe quality audio hardware is a crit- 
ical component of the voice-recognition 
process. Likewise, we're working with 
microphone manufacturers like Andrea 
Electronics to develop an advanced array 
microphone for the Santa Cruz system. In 
the not-too-distant future, you'll likely see 
relationships bloom with other audio-relat- 
ed companies, particularly with voice over 
IP developers and specialty marketers. 


GW: What proportion of sales is 
derived from OEM bundling deals vs. 
traditional retail and direct-to-con- 
sumer channels? 

SD: A\l channels are vital to the success of 
our business. However, as a private compa- 
ny operating within a very competitive 
industry, we don’t release specific informa- 
tion regarding our sales figures. 


GW: Does Voyetra have any plans to 
introduce a portable MP3 player? 
SD: Not immediately. Having said that, 
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we re always keeping our eyes open for 
markets being underserved—or not 
served at all—by other manufacturers. In 
fact, as the AudioTron continues to give the 
Turtle Beach brand strength within the 
consumer electronics industry, we’ll be in 
a better position to move into other areas 
of digital audio technology. 


GW: Looking forward, where do you 
see the greatest growth occurring 
within the computer audio hardware 
business? 

SD: Our thinking is that PC-based audio 
will be redefined from internal hardware 
peripherals to external devices such as the 
AudioTron, with the PC used as a media 
server. Instead of an end-user focused box 
located within the “computer room,” the 
home PC will be a powerful information 
storage and distribution tool for everyday 
devices. We believe this trend will take on 
such magnitude that we've recently creat- 
ed a PC2CE group to study it and create a 
new generation of consumer-oriented 
audio products. Expect to see some truly 
dynamic products out of Voyetra Turtle 
Beach in the not-too-distant future. GW 
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MULTIMEDIA NEWS 


The Latest in Children’s and Family Friendly Software 


By the Editors of 
Chiidren’s Software Revue 


Mattel & Hasbro Enter Licensed Character Heaven 


thanks to toy giants Mattel and Hasbro. 

Nick shows are particularly prominent in 
the latest Mattel releases. Unfortunately, the 
pickings in The Wild Thornberrys: Rambler 
are lacking in depth and fun. The five poorly 
designed arcade games dashed our hopes 
for a safari with the adventurous family. 
Perhaps the upcoming Wild Thornberry’s 
Safari, So Good CD-ROM plus Image Capture 
Camera will meet our expectations. Another 
letdown is Mattel’s Rugrats Totally Angelica: 
boredom buster. The seven shallow games 
don’t bust the boredom, making this “just for 
girls” title the weakest in the Rugrats line. 
Redemption is found, luckily, in Arthur's 
Absolutely Fun Day! for GBC. Also terrific are 


f you've seen it on TV, you'll see it on CD 


W': Disney would’ve been tickled with 
the brilliant performance put in by 
his interactive group this year. Take, 
for example, the nicely priced Mickey early 
learning titles ($20 SRP). The best are 
Disney's Mickey Preschool CD-ROM and 
Disneys Mickey Kindergarten CD-ROM. Buzz 
Lightyear also looks great in first and second 
grade versions of Disney/Pixar’s Buzz 
Lightyear Learning CD-ROMs. Strengths 
include 7oy Story graphics, sounds and 
humor, which are on par with the movie 
(outstanding!). Missing is an overall incen- 
tive to play, so kids’ attentions might wander. 
In addition to broad, parent-oriented print, 
web, radio and television advertising, the 
marketing blitz includes an 18-wheeler 
called the Disney Big Rig, which is playing 
Jazzed-up, hands-on demos at Wal-Marts 
across California. 

Keep an eye on Disneys Little Mermaid II: 
Return to the Sea, with ties to the Home 
Entertainment animated movie. Children 
can dive for gems, choreograph underwater 
dances and negotiate mazes, among other 
things. Though too few in number, the games 
are responsive and well designed. 
Advertising plans include radio and web 
spots along with print ads in Family PC, 
Family Fun, Parents and Girls’ Life maga- 
zines. There will also be promotion via 


Disney’s Fall Lineup 


New Disney Titles Offer Quality, Affordability and Branding 


Barbie Pet Rescue 
Showdown in Ghost Town. Each of these 
meets or exceeds expectations in terms of 
game play, kid-friendliness and entertain- 
ment value. Regardless of quality, initial 
sales potential is better than average with 
such high profile licensing and aggressive 
marketing. For example, a 30-second 
Barbie Pet Rescue commercial will air on 
major network and cable TV kids’ shows 
from October 30 through December 3. 

For the most part, Hasbro’s Barney, 
Nicktoons and Tonka titles are shaping up 
nicely. The main disappointment is Barney's 
Magical Music CD-ROM Playset. Slow transi- 
tions and a finicky Jukebox activity frustrate 
preschoolers. Far better is Barney On 


Disney’s 
continues 
to deliver 
attractive- 
ly priced 
products 
while 
maintain- 
ing a high 
level of 
quality. 


McDonalds’ computer kiosks and General 
Mills coupons. 

Disney's strongest console title—and 
one of the best kids’ console games to 
date—is /02 Dalmatians: Puppies to the 
Rescue, developed by Eidos. This PSX, 
Dreamcast and GBC game has it all—intu- 
itive game play, great name recognition, a 
child-oriented theme and strong marketing 
support. The program will also ride on the 
heels of the mid-November release of the 
/02 Dalmatians movie. Logic games enhance 
the more traditional game play. According to 
Chip Blundell, Marketing Director of Eidos, a 
national television advertising campaign is 
planned, along with ads in parent- and child- 
oriented pubs like Nickelodeon, Boy’s Life 
and Family Fun. Rebate and sweepstake pro- 
mos via Nestles Confections and Hunts 
Snack Puddings will add further punch. GW 


and Scooby-Doo! | 


Location Around Town, with a nice 
set of straightforward, easy to use 
games. The challenges could be 
broader and more varied, but on the 
whole, Barney fans will be pleased. Ad spots 
will appear on cable channels like Lifetime, 
Nick at Night and Fox Family. Parenting mag- 
azine print ads are planned, along with 
point-of-sale displays in Wal-Mart, K-mart 
and others. 

Though Mattel seems to be cornering 
the Nickelodeon brand, Hasbro’s also get- 
ting into the act with Nicktoons Racing. 
This fun and simple racing sim for PSX and 
Windows features well-loved characters 
like Arnold, Chuckie and CatDog. Keyboard, 
gamepad and joystick controls make the 


parents with its recent slew of excel- 

lent hybrid releases. Each of the four 
programs in the GeoSafart Knowledge Pad 
series (Addition & Subtraction, 
Beginning Math, — Fractions, 
Decimals & Percentages and 
Multiplication & Division) offers 
fast-paced, extensive elementary 
math skill practice. Bells and whis- 
tles are missing, but the straight- 
forward practice is refreshing. 
Traditionally marketed toward 
schools, the company hopes to reach 
homes through specialty stores including 
Zany Brainy/Noodle Kidoodle. 

Another bright spot on the horizon is 
the new workbook/CD series from School 
Zone Interactive. At $19.99 SRP Math 2, 
Shapes, Same or Different, Transition Math 


B ares Insights feeds quiz-hungry 


School Tools that Raise the Standard 


Left: Scooby-Doo! Showdown in Ghost Town 


delivers on game play and kid-friendliness. 
Below: Tonka Power Tools CD-ROM 
Playset. 


racing interesting with powerups, 
jumps and speedbursts. The racing is 
easy enough for a five-year-old and fun 
enough for us 40- 
year-old Nick fans. 
Marketing will fea- 
ture cable TV com- 
mercials and point- 
of-sale promotions. 
Following the suc- 
“m8 cesses of the previ- 

| ous Tonka playsets, 

Hasbro has released two more. 7onka Dig ’n 
Rigs CD-ROM Playset and Tonka Power Tools 
CD-ROM Playset are both popular with kid 
testers, but children wouldn’t give 7onka 
Power Tools back. This innovative, handheld 
toy drill plugs into the USB port, acting as a 
controller. Kids point and click the multi- 
purpose drill to build cars, playhouses and 
robots. In addition to ads in parenting mags, 
marketing support will be kid-directed with 
pre-holiday commercials on Nickelodeon 
and Cartoon Network as well as on syndicat- 
ed programs like Doug and Recess. GW 


and Does /t Belong? give parents and 
teachers lots of bang for the buck. Solid 
skill practice coupled with fun arcade 
games makes a great format. School Zone 


One of the 
bright 
spots on 
the hori- 
zon, Math 
2 will 
retail for 
$19.99. 


1S “small but mighty” according to Barbara 
Peacock, Managing Director of Software. 
Ads in FamilyPC and Mac Home Journal as 
well as press tours are planned. Three 
more products will be out December 15, 
including Math /, Beginning Sounds and 
Reading Readines. GW 
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Make the smart choice. Dont swim in uncharted waters. Buy space only 


IN audited magazines. BPA International audits this publication's circulation 


along with 2,500 other publications in more than 2O countries. 


BPA 


INTERNATIONAL 


The Measure of Success 


Gamers Own The Internet. 


ome 


Tap In To Over Four Million Online Gamers! 


Reap the spoils of the online gaming revolution. Build GameSpy into GameSpy’s 
your game! In one fell swoop you'll have at your disposal every game Latest Partner: 
server on the Internet, the most popular game server browser available, se 


o 
Nw. 


and the biggest network of gaming fan sites on the planet. We'll help 


. 
b g you make it happen. 
Gamers own the Internet, and GameSpy is Gamers. 


Contact Randy or David at VISIONARY MEDIA. INC 
(714) 549-7689 Iniradile 


www.gamespy.com/developer 


Nerf@ and ©1999 Hasbro, Inc. ©1999 Hasbro Interactive, Inc. ©1999 Atari Interactive, Inc. 
ArenaBlast and Hasbro Interactive name and logo are trademarks of Hasbro Interactive, Inc. 
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ignated trademarks and brands are the property of their respective owners. 


Des 


Trademark of HearMe. 


isa 


Global Rankings 


Every month five million vigilant defenders visit FGN, the largest 


independent game resource network on the Web. They boost their tactical 


For advertising information, contact: 
skills with news, reviews, demos, cheats, tips and interviews. Cool contests and 


WEST Lynette Comstock 
omoti fuel their passion. Our gamers 
awesome promotions fuel their passion. Our gamer Keith Lyfe 415/289-5040 x212 
415/289-5040 x225 lynette.c@cybereps.com 


are Net savvy, highly educated and eager to purchase 
keith.|@cybereps.com EAST 


the hottest new games and devices that help them defend the Adam Ireland Jeff Whitmore 
415/289-5040 x223 212/616-5865 x14 
universe. Without these virtual space cowboys, our world would surely succumb to adam.i@cybereps.com jeff.w@cybereps.com 
MIDWEST Lynette Comstock 


galaxy roving assassins and mercenary eS LT OE. EF nee 415/289-5040 x212 


sj SST sn eS FSET aT 
lynette.c@cybereps.com 
troops from Sector X. 773/244-| 600 ‘ op 
bweber@cybereps.com 


Future Games Network — #! Source for the Net Generation Gamer 


FGN.com is a division of Cybereps, Inc. ©2000 Cybereps, Inc. All rights reserved. 


‘The Ad Sales Experts 


WWW. fgn. com FGN.com is represented by ybereps 
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www.zdnet.com 


ap IERST & PUCCI LLP 


Experienced attorneys providing afer to. 
thes interactive industry, including: 


M Intell ectual Property Beoetion 
..... Mi Cyber Litigation | | | 
= 2 @ Contract Negotiations re ; | ‘ 
@ Development of Entertainment 


@ Properties and Ancilliary Rights 


64 Gothic Street ¢ Northampton, MA 01060: 
Tel: (413) 584-8067 Fax: (413) 585- O78/ 
Email: fierst@ent- -atty.com 
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ee 


site to announce my availability and 


Wow!!! What a great site. I used this 


within two weeks was working at 


a new job making 
more money 


and closer 
to home!!!>? 


high tech jobs Wamaaelfk-weteyay 


e' — 
AN EARTHWEB SERVICE 
wrens @ ice com 


igh tech jobs online 


You should be advertising in the WEEK Marketplace and Classified sections. 
Call Christine Gray @ 203.761.6166 
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(800) 431 -GAME (4263) 


Starter 
Package 


25 Games $375 PlayStation” 


PlayStation™ 


PlayStation Games $8 


www.bresoftware.com/wholesale 
(800) 431-4263 FAX (559) 432-2599 
E-Mail: wholesale @bresoftware.com —__ 


! Dreamcast ! 
! Starter ©) ! 
! Package | 
1 15Games $400 Dreamcast. | 
: BRE Software: 


: N YOU GET VIDEO GAMES 
- FOR $12.00 & $13.00 A MONTH??? 


PHASE Il 


THAT’S WHERE!!! 


N-64*PSX*DC*GAMEBOY * ACCESSORIES 
e also offer resurfacing 
for Compact Discs - Any Format 


(800) 421-4263 or FAX (228) 475-3762 
hadams@datasyne.com 


DOES YOUR 
ADVERTISING 
REACH OVER 

65,000 INTERACTIVE 
ENTERTAINMENT 
INDUSTRY 
PROFESSIONALS ? 


It will, if your 
advertising 
appears In 

the GameWEEK 
Marketplace 
and Classified 


ad sections. 


www.gameweek.com 


WANTED 


WE BUY GAMES FOR CASH 


NEW & USED HARDWARE 
SOFTWARE e ACCESSORIES 


GAMEBOY e SUPER NINTENDO 
SEGA SATURN e PLAYSTATION 
N64 ¢ DREAMCAST 


MANCHESTER GAMES 


Tel: (213) 627-7259 ¢ FAX: (213) 627-8083 
pacgames@gte.net 


MISSING 
VIDEO GAME 


INSTRUCTIONS? 


Now you can print your own 
instructions on your PC or order 
low-cost, pre printedstickers. 
No more renting games without 
instruction. 1000’s of titles 
available on all major 
platforms including 


PLAYSTATION & N64 
SEGA DREAMCAST 


PINNACLE GAME 
INSTRUCTIONS 


Call today to order. 
No risk, 30 day money back guarantee. 


1-800-776-1605 


www.progame.com 


Rite Time... 
Rite Place.. 


LTE 


Travel International, Inc 


64 Danbury Road 
Wilton, CT O6B897 
LISA 


Telephone 


203.761.6100 
Si) eo. 7a 
Fax 


es. 7/o1.57135 


corporate travel specialists 


ociencelah 


his new, original, full version jewelcase 
| series, is loaded with exciting 

multimedia content at a budget price. 
Even though ScienceLab is geared towards the 
upper grade school and junior high levels, it 
makes science fascinating for all ages and 
abilities, from newbies to seasoned 
enthusiasts. All volumes are packed 
with movies, projects, animations, exer- 
cises, and professionally written text. 


ScienceLab’s interactive content is 
already in use by thousands of North 
American schools and satisfies USA 
and Canadian learning outcomes in 
space and earth sciences. 

All ScienceLab® CD-ROMs comply 
with the Earth & Space National 
Science Education Standards estab- 
lished by the following organizations: 


4 


= le “SBercelab': 5 : 


~VOCUME 3 


e American Association for 
The Advancement of 
Science (AAAS) 

e United States 
National Research 
Council (USNRC) 

e Pan-Canadian 
Science Framework 


ScienceLab® is a credible, educator- 
approved product, head and shoulders 
above most consumer educational soft- 
ware selling at much higher prices. It 
offers an unbeatable combination: 
Accurate, up-to-date information of 
real educational value, stimulating 
presentation, and a budget price point 
for volume retail sales. 

Bonus: all titles allow users to connect 
with ScienceLab’s Internet Campus for 
latest science news and information. 


ScienceLab® offers 7 CD-ROM 
volumes including Astronomy 2000, 
EarthScience 2000, EarthLab 2000, 
Geology 2000, Oceans 2000, Satellites 
2000, and Weather 2000. All titles are 
dual platform Windows 98/95 and 
iMac/Mac compatible. 

See www.rocelco.com for latest review 
from WE Compute Magazine. 


seine 


VOLUMES 


Rocelco Inc. of 24 Viceroy Road, 
Concord, Ontario, Canada L4K 2L9, handles 
global marketing for ScienceLab® and is 

looking for distributors and resellers worldwide. 


Call Jack Yeager or Walter Buklin, 
phone 905 738 0737 or 800 387 9101, 
fax 905 738 0396 and email sales@rocelco.com. 


sitet 


ProvessTONal-BUDCalOr approved s cae 
Windows 98 / 95 and Macintosh compatifieig. 


Marketed Worldwide By: 


ROCELCO INC. 


24 Viceroy Road, Concord, Ontario, Canada L4K 2L9 
Phone: (905) 738-0737 © Fax: (905) 738-0396 
Canada / USA toll free: (800) 387-9101 


Email: sales@rocelco.com ¢ Web: www.rocelco.com 
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NINTENDO P R HAS SOLD OVER | 


THE LEGE 


re 


The GameWEEK Kids® quarterly supplement specializes 
in providing the retail channel with accurate 

information on the children’s category of interactive 
hardware and software products. Whether it is 


entertainment, educational, or multimedia 
related products, GameWEEK Kids® 
_Maximizes channel knowledge 


>. and awareness. 


ae 


_ November 20, 2000 
Advertising and Editorial Closin 
November 10 - don’ 


miss it! 


lement to GameWEEK 


The crowd of Dreamcast gamers eager to get their hands on the 


With the , gamers get eight times the capacit 
of standard Dreamcast cards with the ability to connect to and to store 


saves on their PCs. Gamers also get the power to email game saves and 
download saves from GameShark.com. With an enormous storage capacity 


and PC connectivity, the is the only memory 
card Dreamcast gamers will ever want or need! 


omen ARAN ERC NES ier i i ee TW 


www.interact-acc.com 


For the latest GameShark codes and downloadable game saves for Dreamcast. and all platforms, be sure to visit GameShark.com! 


For more details about the Massive Memory Card Plus and the rest of InterAct’s line of console and PC peripherals, pop over to www.!|nterAct-Acc.com 
© 2000 InterAct Accessories, Inc. All rights reserved. 


CLARKE DUNCAN 


_— Konoko loves advanced weaponry 
rust. and gunplay, hand-to-hand combat, 
Uuarv ZUU01. and of course, kittens. 


tifully rendered 
Spired story. 


eens and early box art concepts. 


BLAIR WITCH ent 01 


VOLUME IIE: THE ELLY KEDWARD TALE 


HEARING 
LUPE 


ks and tradenames are properties of their respective owners. © 2000 Gathering of Developers, Inc. All rights reserved. Be the first to see this and let Jenny know through the retail site's feedback section, and you win the complete Blair Witch series! How cool is that? 


Oni (Japanese for "ghost" or "demon") features full contact action, complex, beat 
environments, a cast of hundreds of unique characters, and a compelling, anime-in 


Check the retail site for the latest sc 


Blair Witch, Volume III: 


The Elly Kedward Tale. 


™ 


© 2000 Artisan Pictures Inc. All rights reserved. Blair Witch and the "Stickman" are registered trademarks and/or service marks of Artisan Pictures Inc. All rights reserved. Gathering of Developers and godgames are trademarks of Gathering of Developers, Inc. All other trademe 


everything you ever wanted to Know about Gathering hut were afraid to ask) 


Say hello to Jenny, editor-in-chief of Gathering of Developer's Retailer 


Resource Site. She'll give you the goods on all our games way before 
_ they ever hit your shelves. The retail site distributes information on 
a need to know basis. And you need to know more than anyone. 
Bet you were wondering when someone would notice that. 
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“You may have the ultimate game that 


combines the fantasies of RTS and 
RPG fans alike." —3dactionplanet.com 


T™ 


r acs 5 ei SO nL bapeervaep ey «AF ata eLearn 


Kingdom Under Fire offers Action RTS and RPG, so you 
get the best of both worlds. Your character's story shapes 
your RTS missions. Jenny would like to remind you that it 


also determines what you'll be wearing. She'll be playing 
the vampire race as she prefers capes to armor, and will 


absolutely not be seen in a brown robe. 
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© 2000 Electronic Arts Inc. All rights reserved. Electronic Arts, EA GAMES, the EA GAMES logo, X Squad and Medal of Honor Underground are trademarks or registered trademarks of Electronic Arts Inc. in the U.S. and/or other countries. EA GAMES™ is an Electronic Arts™ brand. All rights reserved. All other trademarks are the property of their respective owners. 
Licensed for play on the PlayStation 2 computer entertainment system with the NTSC U/C designation only. "PlayStation" and the "PS" Family logo are registered trademarks of Sony Computer Entertainment Inc. The ratings icon is a trademark of the Interactive Digital Software Association. Manufactured and printed in the U.S.A. 
THIS SOFTWARE IS COMPATIBLE WITH PLAYSTATION 2 CONSOLES THE NTSC U/C DESIGNATION. U.S. AND FOREIGN PATENTS PENDING. 
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